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Rough Proofs 


With so- much. deviation in the 
listener ratings as supplied by Mr. 
Hooper and Mr. Nielsen, there 
should be quite a battle among 
the talent to prove who’s right. 

7. oF 


Nielsen totals homes per dollar 
of radio time costs, a factor which 
may qualify some of the more ex- 
pensive packages for payment of 
the luxury tax. 

> 2 F 

Canada has added insult to in- 
jury in its order banning admis- 
sion of certain magazines from the 
United States by referring to “al- 
leged true or confession” types of 
publications, 

, 2 .9 


It’s a little easier to understand 
why the Canadian authorities said 
the picture magazines of adven- 
ture and science are “commonly 
known as comics.” 


yA 


“Radio time buyers are no dum- 
mies,” says a newspaper promo- 


‘Bcion ad. 


In the present state of diplo- 
matic relationships between press 
and radio, the time buyers should 
rise and take a bow. 


YY 


CBS talks about its weekly 
audience of 99,000,000 men, women 
and children over 10 years old. 

But did you ever see a 7-year- 
od fighting for box tops with 
which to obtain a Lone Ranger 
premium? 

fe Fe 


One of the nice things about the 
telephone company is the non- 
chalant way in which it changes 
the number of an old subscriber 
without notice. 


» oe ef 


Outdoor Life advertises, 
change in rate for °48.” 

That’s a jingly commercial that 
makes music to the ears of the 
advertisers. 


“No 


.. @ “= 


There’s a plaque at Camden, 
Me., commemorating the man who 
invented the hole in the doughnut. 
Now he belongs to the ages, along 
with the prehistoric Einstein who 
discovered a hole and made a 
wheel. 

vgv¥eg? 


A widget, explains Science II- 
lustrated, is a product having a 
distinguishing and unique fea- 
ture, 

You mean like Dick Tracy’s 
two-way wrist radio? 


we wo 


“Expanded vacation season is 
Sought by New England Council,” 
feports the world’s greatest adver- 
Using journal. 

It’s a worthy cause. 


, 7 ¥ 


Gladys the beautiful receptionist 
Say: she read every word about 
the royal wedding, because out- 
Side of the ads that was the only 
ble:sant news in the papers. 


- 


“Don’t let the economists mas- 
‘er mind us into another depres- 
Sion,” urges Bob Whitney. 

No wonder economists 
salesmen so much. 


love 


Copy Cus. 


Kaiser-Frazer 


to Double 


Output and Advertising 


IT'S BEING DONE AT WILLOW RUNI 


MORE THAN 3 CARS 
EVERY 2 MINUTES! 


817 KAISER AND FRAZER CARS 
COMPLETED IN A SINGLE DAY! 


MAISER AND FRAZER DEALERS 
ARE DELIVERING NOW 


(Owe of the Foor Largest Deter Organizations in the World!) 


KAISER-FRAZER CORPORATION 
aioe een mene 


BUCKEYE—Newspaper page which 

hammers home the K-F production rec- 

ord, and the news that cars can be 
had for immediate delivery. 


Exhibitors Say 


Farm Potential 
Is Still There 


First Farm Show 
Brings Many Items; 
Need Harder Selling 


Cuicaco — The 300,000 farmers 
who made the annual pilgrimage 
here last week to visit their Mecca, 
the International Live Stock Ex- 
position, and the first annual Na- 
tional Farm Show, gave every in- 
dication that they are ready to 
buy—but they have to be sold. 

The farm show, operated inde- 
pendently of the International, 
drew 175 exhibitors with prefab- 
ricated farm buildings, silos, trac- 
tors, implements, deep freeze 
units, welding machines, crop 
dusters, egg graders, chemicals 
and a host of other items of inter- 
est to farmers. 

While opinions of the exhibitors 
as to the success of the new show 
were mixed, almost all agreed that 
the farmers who came were ready 
to buy. Manufacturers displaying 
gas, coal and oil ranges were al- 
most unanimously agreed that in 
that particular field, the seller’s 

(Continued on Page 73) 


Showmanship... 


a power in advertising. 
See ‘Salesense’, Page 
62. Other features: 
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Plans 329,000 Cars, 
$7,000,000 Budget, 
More Dealers in '48 


By LAWRENCE M. HUGHES 


WILLOw Run, Micu.—In a large 
newspaper ad across the country 
in late October, two plump, genial, 
enterprising men named Henry J. 
Kaiser and Joseph W. Frazer pub- 
lished their pictures, and said: 
“We’ve just begun at Willow 
Run.” 

They announced doubled motor 
car production in 1948. 

Last month, in an equally buck- 
eye, braggadoccio ad, Kaiser- 
Frazer Corporation formally intro- 
duced itself as a member of the 
motor makers’ “big four.” 

This was presumptuous. In the 
first 10% months of this year K-F 
produced less than 4% of the na- 
tion’s new passenger cars. Gen- 
eral Motors produced about 40% 
and Chrysler and Ford each about 
21%—not including trucks, a field 
in which K-F dovs not yet com- 
pete. 


Fifth of Chevrolet’s 


By Nov. 15 the combined pro- 
duction of Kaiser and Frazer cars 
was 119,001, or one-fifth of Chev- 
rolet division’s 595,147 passenger 
car total; less than one fourth of 
the Ford division’s 520,090. Plym- 
outh, with less than half of Chrys- 
ler Corporation’s total, made 301,- 
773 passenger cars. 

Actually, K-F’s output to Nov. 
15 was only a fraction larger than 
Studebaker’s 105,903, Nash’s 97,- 
707, Hudson’s 90,200. 

But when you consider that K-F 
started production in the just-re- 
converted, 80-acre Willow Run 
plant in July, 1946, and that in 
1947 this company will produce 
and sell about 150,000 cars with 

(Continued on Page 50) 


STARTS NEW SERIES—First ad on the 
1948 schedule of the Council on Candy 
of the National Confectioners Associa- 
tion is this one, featuring a direct color 
photo in the lower left corner. It is 
scheduled for the Jan. 26 issue of Life. 
The series will run in Life and The Sat- 
urday Evening Post. 


R. R. Young Quits 
Eastern Roads’ 
Joint Campaign 


‘Labor-Baiting’ Theme 
Rouses His Wrath; 
to Expand Federation 


New YorK — Robert R. Young, 
chairman of the Chesapeake & 
Ohio Railway, told AA last week 
that the C&O has decided to with- 
draw from the joint campaign of 
the Eastern Railroads Presidents 
Conference. Mr. Young disap- 
proved of the campaign’s “labor- 
baiting” theme. 

In a letter for railroad labor 
leaders, Dec. 4, Mr. Young said 
that the action was taken because 
the C&O is “convinced that the 
activities of this group tended to 
injure labor-management rela- 

(Continued on Page 75) 


Last Minute News Flashes 
Volupte Boosts Budget, Appoints Hirshon-Gartield 


New YorkK—Volupte, Inc., maker of compacts and cigaret cases, 
has appropriated $100,000 for its 1948 advertising budget, an increase 
of between 10 and 15% over 1947, and has appointed Hirshon-Gar- 
field, here, to handle its advertising. The account was previously 
handled by Abbott Kimball Company. Volupte has scheduled ads, 
predominantly color pages, beginning in March in Charm, Cosmopoli- 
tan, Esquire, Glamour, Harper’s Bazaar, Ladies’ Home Journal, Made- 
moiselle, New York Times Magazine, The American Weekly, This 


Week Magazine and Vogue. 


Britain Withdraws Ad Tax Limitation Proposal 


Lonpon—The so-called “advertising tax” has been withdrawn from 


the government’s budget plan, thu 


s ending the threat to limit the tax 


deductability to half of a company’s advertising expenses. However, 
a voluntary limitation on advertising expenditures is to be discussed 
by government and industry representatives. The tax proposal would 
have exempted export and business paper advertising (AA, Nov. 17). 


National Guard to Ask Agency Presentations 


WasHINGTON—The National Guard will hear agency presentations 


next February on its account for the year beginning July 1, 1948. 


Interested agencies may be’ briefed by contacting National Guard 


| information officers here during January. The early start is to avoid 
| repetition of the problems that cropped up after the $1,000,000 account | 


Radio to Shape 
lts Own Rules, 
NAB Head Says 


Others Won't Run 
Industry, Miller 
Warns Critics 


New YorkK—With characteristic 
bluntness, NAB President Justin 
Miller warned the Radio Execu- 
tives Club here Wednesday that 
broadcasters are not going to ac- 
cept any standards of practice 
which involve delegation of au- 
thority to run their stations “to 
NAB or anyone else.” 

“T assure you advertisers,” Judge 
Miller said, ‘“‘that broadcasters are 
keenly aware of the fact that if 
their standards are too severe, the 
advertiser will not use the me- 
dium. To that extent you exercise 
a profound influence on standard 
setting and observance.” 

He continued, however, by pre- 
dicting that the industry would 
insist on standards “of the broad- 
casters, for the broadcasters and 
by the broadcasters” designed to 
satisfy the people of their various 
communities. 

“Only by satisfying the people 
can broadcasters perform the job 
which is implicit in the grant to 
them of station licenses,” Judge 
Miller declared, “and only by sat- 
isfying the people of their com- 
munities can they continue to 
thrive as economic units.” 


Work in ‘Goldfish Bowl’ 


Asserting that code writing goes 
on “in a goldfish bowl,” Judge 
Miller insisted that the industry 
has proceeded “unhurried,” in a 
“fully democratic manner,” re- 
flecting a “sincere and honest de- 
sire to prepare and adopt a just, 
fair and equitable set of stand- 
ards, which will command the re- 
spect and secure the observance 
of broadcasters.” ° 

“The point is,” Judge Miller 
declared, “that the active mem- 
bers of NAB are the authors, pro- 
mulgators, and will be the ob- 
servers of these standards.” 

Continuing, he said, “Let me 
put it another way, and with equal 
bluntness. It is not alone the big 
city operators who are preparing 
and adopting these _ standards. 
There will be far more medium 
and small operators learning how 
to live under them. They have a 
right to be heard—fully and freely 
—before standards are put into 
effect.” 


Assails Code’s Critics 


He lashed out at comments of 
newspaper columnists, trade pub- 
lications, advertisers and agen- 
cies. 

“It is not the newspaper col- 
umnists or the trade journalists 
who were preparing or adopting 
these standards, nor will they have 
to live under them,” he said. “I 
| see no reasons why the newspapers 
and trade journals—which are so 


was tossed at Gardner Advertising Company on short notice last |intense about the supposed need 


summer (AA, Aug. 11). 


13 | Swanson Joins Goodkind, Joice as V.P. 


for broadcasters to ‘rare back’ and 
/pass a day-after-tomorrow mir- 
acle—should not devise standards 


Cuicaco—Fred W. Swanson, formerly account executive of Grant| of practice for themselves. So far 


& Morgan, effective Dec. 1. 


(Additional News Flashes on Page 79) 


_. 71| Advertising here, has been named vice-president of Goodkind, Joice|they haven’t even made a good 


start.” 
As to advertisers and agencies, 
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farther 


Z 


Judge Miller commended them for 
“the good work they have done” 
in setting up standards of practice 
for themselves. “If, as some of 
them contend, it is the quality and 
content of commercials which .is 
important—not their length—then, 


of course, the cure is as much in| 


their hands as in the broadcasters. 
May Make New Studies 


“Perhaps as time goes by,” he 
continued, “the NAB may be able 
to join with ANA and Four A’s 
in a study of commercials from a 
qualitative standpoint; to deter- 
mine whether the sponsor’s prod- 
uct can be sold effectively with- 
out the irritating and offensive 


WHAT STUDIO DO THE BiG 
ADVERTISERS USE FOR 
CONTINUITY 
STRIPS ?. 


ANO CUSHING, 
155 E 44 ST, 
NEW YORK 17 NY. 


techniques which are sometimes | sciences; 
now employed; and to emerge|Congress forget the oath which 


with _ specific 
cerning the best solution of the 
problem.” 

Earlier, Judge Miller argued 
that “advertising serves the needs, 
the convenience, the advantage, 
the profit of a larger majority of 
the whole people, than does any 
other single thing which is broad- 
cast.” 

He saw the code as an instru- 
ment to convince government and 
public alike that the industry is 
concerned with the public inter- 
est, “ready, .willing and able to 
accept responsibility for the qual- 
ity and character of broadcasting 
programs, including advertising. 


—And FCC Steps In 


“It is for precisely that reason 
that advertising is abused, mis- 
used and manhandled by some 
people, that emotional people be- 
come disturbed, broadcasters and 
advertisers develop guilty con- 


recommendations, | they took to support the Constitu- | 
based on scientific research, con-|tion; that the FCC moves in as | vice, 


| 


that the members of | He expects “some changes” in | 
sections dealing with simulation of 
news, litigation, professional ad- | 
sports events, news and 
the self-appointed savior of the| political broadcasts, controversial 
people’s sensitivity,’ Judge Miller| public issues and religious pro- 
said. |grams. “There may be substantial 
“The fine meaning of advertis- | changes in Section 3 on commer- 
ing, its splendid use in time of|cial policies, particularly with re- | 
war, its continuing value as one} gard to ‘business not acceptable,’ 
of the greatest agencies of educa- | ‘time limitations on commercials’ 
tion and a stimulus to research | and ‘contests’,” he said. 
and invention—cannot stand up| Code rewriting may result in 
against the deadly repetition of|condensation and shortening as a 
that which is vulgar, repulsive,| whole, Judge Miller said. “There 
irritating and obnoxious.” jw probably be a preamble or 
/ecreed which will precede and in- 
‘troduce the present proposals. 
Denying that the NAB board has | There will probably be some sub-/ 
retreated from its decision to pro- | Stitution of affirmative language | 
mulgate standards, he predicted | for negative, prohibitory language 
that there will be little change in| Which now appears in the present 
final code provisions dealing with | 4aft. 
religion, race, creed, color, pro- -— Ae tot 
fanity and obscenity, marriage Elects Adams V.P. 
and the home, sobriety, MREOUSE | Fred E. Adams, an account man- 
addiction, physical and mental} ager of G. M. Basford Company, 
afflictions, crime and mystery pro-|New York and Cleveland, has 
grams, and children’s programs. [ow elected a vice-president. 


Some Changes Expected 


Tariff Cuts, Trade 
Concessions Mean 
Bigger Sales Abroad 


New York, N. Y.—Dollars go 
in purchasing American 
products abroad and wider mar- 
kets are created as a result of 
tariff reductions and other conces- 
sions just announced. This is the 
important meaning for American 
manufacturers of the lowered tar- 
iff walls set in the Geneva Trade 
Agreements on automotive prod- 
ucts, industrial machinery and 


CARGO FOR EXPORT — One day 
about two weeks ago, several boat 
loads of American products con- 
signed to overseas buyers were piled 
up for two blocks along the East 
River in New York City. These are 
some of the essential products which 
overseas buyers need in increased 


quantities. 


(ADVERTISEMENT) 


many other products exported to 
foreign countries. 


These American products that 


covery and development of many 
foreign countries are the products 
which enable foreign countries to 
produce more for themselves. 
These are the American products 
for which foreign countries are 
spending their scarce dollars today. 

The American manufacturers 
who are selling their products 
overseas today are farsighted busi- 
nessmen. They are establishing a 
reputation for their products that 
will help them increase their sales 
overseas in the tough, competitive 
selling days ahead. 


| authoritative 
are essential to the economic re- 


|tant buyers and importers over- 


\in INGENIERIA INTERNACION- 
\AL INDUSTRIA and INGENIERIA 


To sell these essential products 
abroad most American manufac- 
turers look for an accepted and 
medium to. carry 
their sales messages to prospective 
buyers. They look for a medium 
which is read by the most impor- 


seas. 


For automotive products they | 
have found that the best medium | 
is) THE AMERICAN AUTOMO- | 
BILE (Overseas Edition) and EL 
AUTOMOVIL AMERICANO. 

To sell industrial and construc- 
tion machinery in Latin America, 
they tell their Export Sales Story 


INTERNACIONAL CONSTRUC- 
CION. 

In the pharmaceutical and health 
field, they sell their products in 
PHARMACY INTERNATIONAL 
and EL FARMACEUTICO. 

To reach top executives overseas 
in business, science, engineering 
and industry, American manufac- 
turers use the McGRAW-HILL 
DIGEST. 

These are business magazines 
published by McGraw-Hill Inter- 
national Corporation. 

The main office is at 330 West 
42nd Street in the big green build- 
ing just west of Times Square. 
This is the Headquarters for 
World-Wide Business and Indus- 
trial Information. 


| 


Pailin ee 


Look at the list: 


bon. 
—Various destinations. 
Lisbon. 


1) Two Plymouths, two Dodges, two Lincolns (1947 models). 
chinery—Casablanca. 3) Two Chryslers—Toulouse. 4) Seven boxes of auto parts—Tunis, North Africa. 5) Cast 
iron piping and fittings—Toulouse. 
8) One bulldozer—Algiers. 9) One dozen boxes machine equipment—Algiers. 
Rabat. 1) Six industrial motors—Algiers. 12) Ten Buicks—Casablanca. 13) Ten crates industrial machinery—Lis- 
14) Six crates tractor machinery—Tunis. 
17) About 9 Fargo trucks—Leixos. 
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Destination: Casablanca. 2) Six crates farm ma- 


6) Fifteen cases mining machinery—Marseilles. 7) Seven tractors—Algiers. 


10) One industrial mining drill— 


15) Two crates machinery—Lisbon. 16) lron foundations and pipings | 
18) More than 500 drums of machine oil—Leixos and 


Advertising Age, December 8, 19% 


Hope Show Moves 
Back to Top Spot 


in Hooperatings 

New YorK—The Bob F je 
show resumed first place in th. 
Nov. 30 report of C. E. Hooper 
Inc. Its 25.9 rating gave it ‘op 
honors over Jack Benny’s 25.3 :n¢ 
Fibber McGee & Molly’s 25. 

The Hope show for Pepsoden: 
on NBC had led in October bu 
followed S. C. Johnson & Son's 
“Fibber” (NBC) in the Nov. 1j 
ratings, when the top mark was 
26. Benny, for the American ‘I'o- 
bacco Company (NBC), was third 
in the previous report. 

Others in the first 15 were: 
Charlie McCarthy (Chase & San- 

TCM, <6 acre en 4a ok b.0% o 248 
Fred Allen (Standard Brands), 

/ ee ree ere re ee 22.9 
Red Skelton (Raleigh), NBC.....214 
Radio Theater (Lux), CBS......21.3 
Amos ’n’ Andy (Rinso), NBC....21 
Mr. D. A. (Bristol-Myers), NBC. .21,( 
Truth or Consequences (Duz), 

NBC 
Walter Winchell (Jergens), ABC. 20.3 
My Friend Irma (Swan), CBS....18.2 
Music Hall (Kraft), NBC....... 18.1 
Bandwagon (Fitch), NBC....... 17.7 
Arthur Godfrey’s Tal. Sects. (Lip- 

ROD, Glee ve ee cwES 4 a 4 tees 7.4 

Average evening sets-in-use of 
31.7 was up 1.5 from the previous 
report and down 0.6 from a year 
ago. The average evening rating 
was 10.1, up 0.3 from the last re- 
port and down 0.2 from a year 
ago. 
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Plugs Harvester Cigars 


in 76 Newspapers 

Consolidated Cigar Corporation, 
New York, has launched its larg- 
est newspaper campaign in seven 
years for Harvester cigars, using 
76 newspapers in 55 cities. The 
campaign consists of a series of 
cartoons drawn by Dick Mackay 
from suggestions submitted by 
smokers of Harvester cigars. Er- 
win, Wasey & Co., New York, is 
the agency. 


Viscose Moves Office 

The Sylvania division of Amer- 
ican Viscose Corporation, New 
York, will move its general sales 
offices from the Chanin building, 
122 E. 42nd St., to the Empire 
State building, 350 5th Ave., on 
Dec. 15. 


Names Papineau 


George Papineau, formerly Chi- 
cago area sales manager for Gen- 
eral Mills, has joined Needham, 
Louis & Brorby, Chicago, as a 
merchandising adviser. 


Advertising is often criticized by the 
public as too materialistic... ! 
cause it usurps too much of t! 
reader’s time without cultural co! 
nensation. 


Conversely, advertising highly 
praised for its social awareness 
is often roundly criticized by ma! 
agement because it doesn’t % 


hard enough ; 
Once in a while the ideal is ¢ 
tained . . an advertising progra 


both pleases the public and se 
hard enough to suit managemé 
We have one of these rare 2-!n 
plans specifically appropriate to 
large advertiser. 

Who'd like to see it? 


IT DOESN’T PAY 
TO ADVERTISE 
unless you do it right! 


JOHN MATHER LUPTON 
Co., Inc. - ADVERTISING 


GRAYBAR BUILDING 
N. Y. 17, N. Y. 
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More people walk on’ ~ 
this floor covering 
than on any other! 


And it’s interesting to note that the 
makers of the world’s best-selling 
floor covering have advertised con- 
sistently in The Saturday Evening 
Post for over 30 years. That is also 
the record of America’s favorite 
plumbing fixtures, meats, writing 
papers and dozens of other success- 
ful products. 


People like to read advertising in the Post 
—far more than in any other magazine. 
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Act to Forestall 
Cancellations, 
Trade Press Told 


New YorK—Now is the time to 
prepare for business paper ad 
cancellations “which are bound to 
come,” John E, Wiley, board chair- 
man of Fuller & Smith & Ross, re- 
cently told the annual meeting of 
the Controlled Circulation Audit. 

“We can prepare,” he said, “by 
selling top management on busi- 


ness publications as a selling tool. 
We can concentrate on the adver- 
tising manager’s job as a top- 
management spot. We can sell the 
advertising manager on preparing 
himself for a top-management rat- 
ing. We can sell agencies on tak- 
ing pride in business paper per- 
formance.” 

The following directors were 
elected to succeed those whose 
terms expired this year: Advertis- 
ing group—Richard S. Hayes, Oko- 
nite Company; T. S. Lindley, In- 
ternational Nickel Company, and 
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D. W. Coutlee, Merck & Co., to fill 
out the unexpired term of Robert 
Bennett. Agency group—Norman 
Tveter, Erwin, Wasey & Co. Pub- 
lisher group—Harry Ambrose, 
Topics Publishing Company; A. F. 


Voss, American Paint Journal 
Company; Jay Jenkins, Jenkins 
Publications. 

The following officers were 


elected for a one-year term: A. K. 
West, president; E. A. Elliott, vice- 
president; E. F. Sitterley, secre- 
tary; Howard H. Sharman, treas- 
urer. 


IBM Promotes Lovell 


Gordon P. Lovell, district sales 
manager, has been promoted to as- 
sistant to the general sales man- 
ager of International Business Ma- 
chines Corporation, New York. 


ape S, 2. 
pe ee 


Elects Walker V.P. 


C. C. Walker, manager of the 
New England sales district of the 


General Electric lamp department 
since 1938, has been elected a 


commercial vice-president of the 
company, effective Jan. 1. He will 
be responsible for customer rela- 
tions in the New England terri- 
tory, operating from Boston, and 
succeeds T. S. Knight, who will 
retire after 44 years with General 
Electric. 


FCC Postpones Hearing 
A crowded FCC schedule re- 


sulted last week in postponement 
of hearings on radio’s right to 
newspaper 
licensees and others anxious to 
appear, FCC shoved the session 


editorialize. With 


ahead from Jan. 12 to March 1 
when routine broadcast cases pre- 
sumably will be completed. 


PME ae. 
: Mision 


Now you can compare your customers’ buy- 


ing habits and brand preferences in 10 im- 


portant markets across the nation. This in- 


formation is contained in a 76-page digest 


of 10 standardized Consumer Analysis sur- 


veys of 1947. All used identical questions 


and followed the 


questionnaire and inter- 


view technique developed by The Milwau- 


kee Journal in 25 annual surveys. 


Product usage and brand percentages and 


positions in each of the 10 markets are con- 
veniently tabulated side by side to give a 


quick, clear picture of competition. 


Sub- 


jects covered include grocery products, 


soaps and cleansers, drugs, toiletries, cos- 


metics, foundation garments, appliances, 


alcoholic beverages and cigarettes. Write 


for a copy. Address your request to The 
Milwaukee Journal or to one of the news- 


papers listed here. 


Omaha World-Herald 
Philadelphia Bulletin 
Indianapolis Star 


St. Paul Dispatch- 
Pioneer Press 


Columbus Dispatch 


Newspapers Co-operating in Standardized 
Consumer Analysis Surveys 
Illinois Daily News- 
paper Markets 
Sacramento Bee 
Fresno Bee 
Modesto Bee 


THE MILWAUKEE JOURNAL 


National Representatives—O'Mara & Ormsbee, Inc., New York, Chicago, Detroit, Los Angeles, San Francisco 
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Nielsen Clients 
Begin Receiving 
Revised Ratings 


Cuicaco—“Nielsen-Ratings” },2; 
succeeded “NRI Ratings Report.” 
It is smaller and weighs less, and 
contains a great deal more infor. 
mation for A. C. Nielsen Company 
clients. 

The new semi-monthly report. 
covering programs from Oct. 19 
to 25, was issued Wednesday, 
strictly for clients and returnable 
to Nielsen as before. The revised 
report was out shortly after the 
company took its unprecedented 
step of issuing “Top 20” rankings 
of evening and daytime shows to 
the trade press. 

(AA, in carrying the story last 
week, said the “Top 20” rankings 
will be released weekly. Actually, 
Nielsen will release the figures 
twice monthly.) 


Ranks All Programs 


“Nielsen-Ratings” will give cli- 
ents a lot more than merely less 
weight to carry than the previous 
reports. Important changes _in- 
clude: 

1. Each week, in addition to the 
leaders, all programs are ranked 
separately on the basis of total 
audience. The first of the new 
reports ranks 201 evening pro- 
grams (including separate ratings 
of each broadcast for shows heard 
more than once a week), 72 day- 
time multi-weekly shows, 19 Sat- 
urday daytime shows and 21 Sun- 
day daytime programs. 

2. As background data, a “Rank 
of Program Types” is included 
showing the number of “NRI 
homes reached per dollar.” This 
is based on ratings in the pre- 
ceding report. The highest, aver- 
age and lowest rating for each 
| type is given. 

3. The total audience and aver- 
/age audience for the nine types 
of shows shown. 


Shows Audience Trends 


| 4. “Radio Audience Trends” are 
shown to give general listening 
|habits. The size of audience for 
the past 12 months is shown, in 
hours per day per NRI home, and 
j}another chart shows the number 
of homes using radio by hours of 
‘day for the latest month (Sep- 


_ tember in this report). These 
show higher audiences than last 
| year. 

| 5. The major part of the re- 


| port, as before, is made up of rat- 
|ings for each of the more than 300 
network programs covered. 

| Besides the solid bars showing 
|average audience for each pro- 
|gram, there are now dash lines 
| showing total audience; each pro- 
gram bears an index number to 
show the sponsor, and many other 
changes have been made, most to 
fit suggestions made by clients. 


Reed to Eastman, Scott 


David B. Reed, formerly adver- 
tising and sales promotion man- 
ager of Scripto, Inc., Atlanta, as 
joined Eastman, Scott & Co., At 
lanta agency, in an _ execulivée 
capacity. 


Because BSN brings news that its read 
ers convert into sales, it’s the best ™e* 
senger for your sales-message. 
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Why 
99,000,000 
people 
gather 


every 
week... 


AT CBS! 


The Lux Radio Theatre (now in its 13th year on CBS) 
averages more listeners to each broadcast 


than any other program in Radio. 


The Philharmonic-Symphony broadcasts (in their 18th year on CBS) 
are heard by more people each season than have ever voted | 
for any President of the United States! 


And consistently, CBS presents more major new 
Radio programs, and more major new Radio personalities, 


to the American people than any other network. 


These are three of the 27,253 reasons why nearly ; 
a hundred million men, women and children (over 10 years old) , 
in every corner of the nation listen each week to CBS. 


For there are 27,253 individual CBS broadcasts a year: 
a consistent week-in, week-out pattern of top-network programming, 
spanning the entire range of the best in Radio, 


And wholly independent data show that these programs 
are the most effective in all Radio; gathering audiences for CBS advertisers 
at less cost than any other network’s programs. 


Behind these programs stand the resources of the complete 
CBS network, including the largest Program Department in all Radio 


—and the resources of the great companies 


AoW | 


AOL). 


who so consistently sponsor CBS’s most popular programs, 
including more of the largest users of Radio 
than appear on any other network. 


But behind these are the American people themselves, who created 
Radio in this country in their own image; with all the vitality, 


richness, and criss-crossing patterns of culture, of America itself. 


Nowhere else in the world does Radio approach 
the rich quality of American Radio, which broadcasts 


many more serious programs and many more popular programs 
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in any week than are heard in other countries in months. 


And nowhere else have the people themselves made of Radio 


such a tremendous social and selling force . . . still growing! 


Comprehensive studies show that the average U.S. Radio family 


is listening more in 1947 than in any previous year: 
4.6 hours a day, for a total of 165,000,000 family-hours 
of daily family listening in America. 


They listen . . . and in survey after survey 
the American people also vote Radio their first preference 


in entertainment, and their first source of news. 
How they judge CBS programs is shown simply and conclusively. 


For 99,000,000 people now gather every week at CBS 

—more people than ever before in CBS history—to get 
the latest news and laughter, music and drama, ideas and goods. 
And whether you measure their listening to ‘‘average’’ programs, 
or to ‘‘top” programs alone, you find that CBS today 


delivers larger audiences to its advertisers, 


for each dollar invested, than any other network. 


COLUMBIA BROADCASTING SYSTEM 


— where 99,000,000 people gather every week 


The detailed, factual data which support all the statistical summaries in this message are available on your request. 
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WLIB Appoints Elfert 


Sam Elfert, publicity director of 
Station WLIB, New York, has 
been appointed program director 
of the station, succeeding Don 
Martin, who has resigned to finish 
some free-lance writing and pro- 
duction chores. 


Kudner Fills Gap 


J. H. S. Ellis, president, and 
Hayward M. Anderson, vice-presi- 
dent and copy chief of the Kud- 
ner Agency, New York, have been 
appointed treasurer and secretary 
respectively, succeeding Blackwell 
Smith, who has resigned to join 
es Liberia Company (AA, Nov. 

4). 


Realtors Deny 


U. S. Charges in 
Anti-Trust Action 


WASHINGTON—The National As- 
sociation of Real Estate Boards 
denied in federal court last week 
that its reports on rates, rules and 
customs are designed to stand- 
ardize and raise fees for broker- 
age service. 

In answering the government’s 
anti-trust accusations, realtors 
conceded that their code of ethics 
binds members to observe fee 
schedules “which are believed to 


ee 


IN EXCESS OF na es 
ABC MEMBERSHIP 


GEORGE Tf. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE, NEW YORK 


| 


represent fair compensation for 
services.” 

However, they insisted that 
board recommendations are merely 
“advisory and not mandatory,” 
and that no penalty for their vio- 
lation has ever been enforced. 


Termed Public Service 


In anticipation of trial, sched- 
uled for Jan. 12, attorney Roger J. 
Whiteford argued that Washing- 
ton Real Estate Board rate sched- 
ules were “no more than a public 
statement of average commissions 
and charges,” and that the pub- 
lication of such information in- 
forming the public of reasonable 
charges for broker’s services “is 
in the public interest.” The na- 
tional real estate organization 
claimed that studies were based 
/ on nationwide practice, and that 
'in some cases they originate at 
the request of government agen- 


|cies which desire measures of 


|fair compensation for 


identical 
services in various parts of the 
country. 


Asserting that only a fraction 
of the District of Columbia’s real 
estate brokers were members of 
the association, Mr. Whiteford 
said clients or principals enjoyed 
full freedom to accept or reject 
fees which the association recom- 
mended. In the event the said 
clients or principals reject the 
employment of realtors at the pro- 
posed rates, the services of other 
capable persons not members of 
the defendant organization are 
freely available, the brief said. 


Joins Bercker Studios 


Jerry Scott, formerly with 
Newspaper Advertising Service, 
Madison, Wis., has been named 
production manager of the Frank 
H. Bercker Studios, Milwaukee 
advertising art counsel. 


Sullivan Joins Evans 


Paula Sullivan, executive secre- 
tary of the San Diego Advertising 
and Sales Club, has joined the 
William A. Evans Agency, San 
Diego, as production manager. 
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IS ABSOLUTELY NECESSARY 


SOUTHERN AUTOMOTIVE JOURNAL 


If you are to get your full share of 
the business down South there are 
four important groups of hardware 
outlets you must reach. (1) The 
wholesale hardware houses; (2) the 
retail stores in the larger cities; 
(3) the big hardware stores in the 
smaller towns and (4) the combi- 
nation hardware-farm implement 
dealers. 


SOUTHERN HARDWARE is the 
only publication that provides ade- 
quate coverage of these outlets in 
the South and Southwest. Of its 
9,525 net paid, 9,201 (96.6%) goes 
to hardware retailers and whole- 


salers — complete coverage unap- 
proached by any national hard- 
ware paper. 


Gains in Southern income pay- 
ments, in general retail sales con- 
tinue to lead the nation. Southern 
farm income is now around 8 billion 
dollars a year, three times the pre- 
war total. Every indication points to 
1948 as the South's biggest hard- 
ware year. 


Schedule SOUTHERN HARDWARE 
for the intensive regional promo- 
tion needed for increasing sales in 
America’s fastest growing market. 


SOUTHERN HARDWARE e Grant Bidg., Atlanta 3, Ga. 
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TEXTILE INDUSTRIES © SOUTHERN POWER & INDUSTRY © ELECTRICAL SOUTH © SOUTHERN BUILDING SUPPLIES 
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‘Underdog’ Ford 
Bares Its Fangs 


at Chevrolet 


But Williams Tells 
S. E. Club ‘It's Good 


Business to Lead' 


New YorKk—“America likes an 
underdog; it’s fun to be the chal- 
lenger,” Walker A. Williams, gen- 
eral sales manager, Ford Motor 
Company, told the Sales Execu- 
tives Club of New York last week. 

“Our slogan is ‘Beat Chevrolet,’ 

. When you can be specific about 
your challenge in a sales organ- 
ization, it brings new life and zest 
to everything.” 

But he added! “We want to be 
first. . . We will (then) have the 
fastest-selling new car and used 
car, which means reduced selling 
costs and added profits. . . It’s just 
good business to lead.” 


Still Allocates Sales 


Still short of steel, Mr. Williams 
explained Ford allocates sales at 
present on the basis of one car for 
every four potential purchasers. 

In advertising and dealer rela- 
tions, however, the company con- 
tinues to build prospects for to- 
morrow. In addition to “a good 
many millions of dollars’ for ad- 
vertising, “we have spent thou- 
sands in media research.” Ford 
uses “virtually every type of me- 
dium there is. . . We feel that it 
|is a first-rate investment because 
we know we are going to need 
every bit of public friendship and 
confidence we can muster.” 
| Mr. Williams did not mention 
|features or announcement date of 
Ford's first postwar car—reported 
to come next May — but he said 
‘that the national and_ regional 
dealer councils, as well as surveys 
|by Elmo Roper and others, have 
established consumer preferences, 
/ which the company is following. 


Seeks Public’s Help 


Recently, the company worked 
out an illustrated folder in color 
which asks the public “How would 
you design your car?” Inside is a 
wide range of bodies, engines, 
frames, trims, etc., with the cost 
of each. “The individual,” Mr. 
Williams showed, “is asked first 
what he or she wants to pay for a 
car, and then to compose one that 
will not add up to more than 
oe 

“Another thing we do is to give 
‘demonstration interviews’ to 
people who have just purchased 
competing makes. This means 
taking them out in our cars, !et- 
'ting them drive them, and asking 
‘for their opinions of various Ford 
features as compared with the car 
they have just bought.” 

Although Ford does not “dictate 
the conduct” of its 6,550 dealers. it 
tries to see that “the fine record 
of the group is not tarred by 4” 
|/unscrupulous few.” However, !1 
‘the past year, Ford has disen- 
franchised “less than one-half of 
1% of our entire dealer organi’ 4- 
tion.” 
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BRENEMAN MAGIC 


These photographs depict only a tiny part of Tom 


reneman’s reception on his triumphal tour of the 


‘ountry. In city after city, North, South, East and 


-renching rains . . 


est, women flocked into public halls, crammed 
st arenas. Thousands upon thousands of women... 
aking before dawn . .. riding chartered buses 

. waiting in line for hours ... shrugging off 
. postponing household chores 
. eager to see their friend, Tom, on busy weekday 


ornings! These are the loyal women, the mature, 
/ oSperous, influential women, whom you can reach 
‘rough Tom Breneman’s own publication. 


3 


| ‘an 
Vaux \J 


this man holds 


8,000,000 mature’ women — 
in the palm of your hand 


Age Group over 35...the market you've 
never reached before with 100% coverage 


You’ve always wanted to reach older women. They’re heads of families ... 
control money ... usually have money to control. Their tempered opinions 
are sought after when others want to buy. They are the ideal market. Yet up ull 
now not a single magazine of general circulation has been directed right at them, 
written just for them, designed especially to harmonize with their desires. 
Up till now you’ve had to buy millions of wasted circulation every time you’ve tried to 
reach them. But now—at last—comes Tom Breneman’s new publication. It gives 
you 100% effective entry to this market of mature matrons. Best of all, the older women 
you address here are selected Breneman boosters—the most loyal and 
responsive audience on the air today. Breneman’s amazing influence on his followers is 
already legendary. It explains why his BREAKFAST IN HOLLYWOOD show has remained a top-ten 
daytime program for years. Find out about reaching an untapped market through 
Tom Breneman’s Magazine at the lowest cost for quality magazine 
circulation in the U.S.A. Call Murray Hill 5-6400, or write today for your copy 


of the first issue. Please specify firm name. 
JUST PUBLISHED! 


TOM BRENEMAN’S MAGAZINE 


420 LEXINGTON AVENUE ° NEW YORK 17, WN. Y. 
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Sponsors Renew 
Paul Whiteman 


New YorkK—Paul Whiteman 
doesn’t have to worry about the 
renewal jitters—at least for three 
months. His four backers for the 
coast-to-coast ABC disc jockey 
show have signed again. 

Sponsors of the hour-long 
Whiteman Club, heard daily at 
3:30 p.m., EST, are: National Bis- 
cuit Company (McCann-Erick- 
son); Nestle’s Milk Products 
(Compton Advertising); R. J. 
Reynolds Tobacco Company (Wil- 
liam Esty & Co.), and Wesson Oil 
& Snowdrift Sales Company (Ken- 
yon & Eckhardt). 


_ Also renewed through March 24, 
/1948, is American Express Trav- 
-elers Cheques’ “Vox Pop,” broad- 
cast Wednesday at 8:30 p.m., EST, 


lover ABC via J. M. Mathes, Inc. 


Represents Magazine 
Publishers in Capital 


Robert I. Black, who formerly 
operated his own public relations 
business in Washington, has joined 
the National Association of Maga- 
zine Publishers as a full-time rep- 
resentative with headquarters in 
Washington. 

A veteran newspaper man, Mr. 
Black published weeklies in Mary- 
land and Virginia, and was for a 
time on the capital staff of the 
National Association of Manufac- 
| turers. 
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TOP STATION 


* BOTH in Vancouver. 


EY and «MEW MESTMINSTER 


Adclub Time Flask 
Bears Prophecies 
of Atom-Run World 


New YorK—A push-button 
world, linked together with fast- 
moving. atomically - controlled 
transportation, was predicted by 
leading advertising and industrial 
leaders recently when asked for 
their prophecies for the year 2,004. 

These forecasts, along with 
microfilmed newspapers, business 
papers, a list of members of the 
Advertising Club of New York and 
other documents, are being placed 
into two special “flasks of the 
future” and sealed in the corner- 
stone of the new annex to the 
Advertising Club of New York 
today (Dec. 8). The glass flasks 


were custom-made at the Wes- | 
tinghouse Electric 


lamp research laboratories in 
Bloomfield, N. J., which also made 
the original time capsule at the 
last world’s fair. 

From now until 2,004, the year 
of the 100th anniversary of the 
advertising club, the club’s board 
of directors will pass on the mes- 
sage that these flasks are to be 
opened at that time. 


Schoolboy Predictions 

Among the many prophecies the 
advertising club has received from 
industrial leaders all over the U. S. 
was one from an_ 11-year-old 
schoolboy, who probably will be 
the only person surviving in 2,004 
to see how things will turn out. He 
is Jerry Siegall, a public school 
student in Brooklyn, who predicts 
that in 2,004 “we might take a 
pill and have our breakfast en- 
closed in a tiny swallow. There 
might be atomic chairs. Automo- 
biles having portable television 
would be taken for granted.” 

A more serious forecast came 
from Robert B. Brown, Bristol- 


Corporation's | Myers, chairman, Association of 


Whose hands? t- pic. 
What do they do? 


They teach, sell, heal, plow the furrows. 


They also own. 


America is a country that believes in private capital, put to work. 


Millions of people now have savings invested in American light and 


power companies. 


Electricity, in a land of plenty, is too often taken for granted. 
Telling the story of America’s business-managed, tax-paying, widely 


owned electric companies is part of advertising’s job. 


N. W. Ayer & Son, Inc. 


Philadelphia New York 


Chicago Detroit San Francisco Hollywood 


Poston Honolulu London 


Advertising Age, December 8, | 947 


Wational Advertisers, who pre. 
dicted that “advertising will be. 
come less of a ‘profession’. ing 
more an important cog in busj- 
ness. Advertising will continue t5 
earn recognition as a medium fo; 
public service and will serve {:; 
the social betterment of peoples 
as well as the sales improvemen: 
of products.” 

That railroads may be atom.- 
powered in 2,004 but still will be 
privately owned and _ operated, 
was the prediction of Ernest E. 
Norris, president of the Southern 
Railway System. 


Looks for Printing Changes 


There will be no startling 
changes in the business papers of 
tomorrow, Andrew J. Haire, presi- 
dent of Haire Publishing Com- 
pany, prophesied, but printing wil] 
be revolutionized and color will 
be used more. 

Eugene Thomas, of WOR, presi- 
dent of the advertising club, thinks 
that television will be used “as 
commonly as the postage stamp 
is today,” in 2,004, and E. V. Rick- 
enbacker, president and general 
manager of Eastern Air Lines, has 
our grandchildren flying through 
space at the rate of 2,500 or 3,000 
miles per hour, atomically pow- 
ered, and doing our money and 
check book transactions by radio 
or television. 


‘Printed Word Prime Influence’ 


Also predicting a world con- 
trolled by atomic energy was Pau! 
G. Hoffman, president of Stude- 
|baker Corporation, who said that 
\“there will be a United States of 
| the World.” 

| H. V. Kaltenborn, NBC com- 
|mentator, sees the Russian dan- 
‘ger gone by that time and a 
stronger UN. 

“The printed word will still be 
|the prime influence upon the 
'minds of men,” Arthur Hays Sulz- 
berger, publisher of the New York 
Times, believes. 
| Taking part in the ceremony are 
| Justice Charles E. Murphy, past 
president of the advertising club, 
|Mr. Thomas, John A. Zellers, 
|chairman of the finance committee, 
|\ James A. Brewer, treasurer, and 
/'Charles C. Green, managing di- 
rector of the club. 


CF AC Lines Up Stars 
for Benefit Party 


| Some 2,000 guests are expected 
to be on hand for the Chicago 
Federated Advertising Club’s an- 
/nual Christmas party, set for Dec 
/11 in the Grand Ballroom of the 
Hotel Stevens. The party is an 
annual event held by the Chicago 
advertising fraternity for the bene- 
| fit of the Off-the-Street Club. 
Dise jockey Dave Garroway of 
WMAQ will emcee the program, 
which will include numerous 
|celebrities currently appearing in 
the city. Dancing and a boxing 
match by youngsters of the Off- 
heeiens Club will be featured 


| 

Names Kaye Sullivan 

| Kaye Sullivan, formerly with 
O’Brien & Dorrance and Columbia 

| Broadcasting System, New York, 
has been appointed copy chief and 
sales promotion manager of Slans 
& Maury Advertising, New York 
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REPLY-O PRODUCTS CO. 


150 WEST 22nd St., NEW YORKgL! 
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ere’s a tip 


the S.E.C. 


can't stop! 


( Reading Time—55 seconds ) 


The American success story... ‘‘do as the leaders do 
and do it better if you can’’...is considered good reasoning. 
So here’s the tip the S.E.C. can’t stop... many great American 
businesses, with the know-how and the capital to find out where 


they want to go, have chosen Liberty! Among these are: 


Assoc. of American Railroads H. J. Heinz Co. Pabst Sales Co. 


Bell Telephone System Hudson Motor Car Co. Paramount Pictures Inc. 
Continental Distilling Corp. Lambert Pharmacal Co. Pepsi-Cola Company 
Emerson Radio Liggett & Myers Tobacco Co. Philco Corporation 

& Phonograph Corp. McKesson & Robbins, Inc. Reo Motors Inc. 
Ethyl Corporation Metro-Goldwyn-Mayer R.K.O. Pictures 
Firestone Tire & Rubber Co. Pictures Corp. R. J. Reynolds Tobacco Co. 
General Mills National Distillers Products W. A. Sheaffer Pen Co. 
Gillette Safety Razor Co. Corporation The Texas Co. 
Samuel Goldwyn Productions New Haven Clock Co. — Willys-Overland 


International Celkucotton Products Co. 


(Kleenex & Kotex) 


Yes, Liberty readers are buying a lot of great American products 
every day. That’s the reason leading advertisers are getting such good results 
from LIBERTY’S EXCLUSIVE “PLUS PACKAGE”... 


1. Greater ad visibility because of 50% top monthlies to gain circulation during 


editorial to 50% advertising policy. the 1947 periods audited by the ABC. 
Now selling over 1,600,000 copies. 


2. Greater ad readership in both four 


4. An active buying readership of over 
7,500,000, the majority under 45 years, 
who are in the acquiring periods of 


color and black and white as proved 
by Starch. 


3. Climbing, steadily climbing circula- _ their lives. 


tion. Liberty is the only general maga- 5. Low base rates give absolutely high- 
est circulation per advertising dollar. 


Ya. hurts, 


LIBERTY MAGAZINE, INC. Paul Hunter, Publisher 


Advertising Offices . . . New York, Chicago, Detroit, Los Angeles 
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New Yorker Magazine 


R eprinie 


“Amazingly faithful clientele, iswt it?” 
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Sell 1s Now! 


== 


HERE NEVER WAS A TIME when it has paid 
to be complacent about market position or 
product sales. Complacency never paid less div- 
idends than today. 


There is a temptation in some quarters to con- 
sider these times of product shortages as repre- 
senting a non-competitive market. 


But successful manufacturers determined to 
build their business soundly for the future, know 
the competitive market—for goods; for services; 
for ideas—is daily growing more vigorous. ‘They 
are out selling 4ard. 


They know that market position and a back- 
log of orders can disappear almost overnight. 
This can occur, not because of any change in 
the national economic situation, but because 
of the continuous challenge of others seeking 
a stronger foothold in the national market. 


Many old-line products are today finding their 
pre-war position challenged by new products, 
new brand names, new companies, unheard of 


as recently as five years ago. 


There is always competition. Yes, even in times 
of shortages. People are always and continually 
in the process of making up their minds. Atti- 
tudes, opinions, preferences, are always chang- 
ing. The soundest backlog on which to build 
is the backlog of public opinion. 


Whether in the actual selling of products now 
available or in building favorable opinion for 
future buying, The New Yorker is one of the 
leading national magazines. Has been for 
twenty years. Is today. 


For The New Yorker sells goods. Always has. 
Does now. Can be counted on to do so in the 
future. Sells goods. And services. And public 
opinion. 


The New Yorker sells goods because it hits 
hard where most magazines are weak, where 
spending money is plentiful. One takes a long 
stride toward leadership in one’s field by sell- 


ing goods to the right people in the right places. 


When you think of your advertising and your sales, we ask you to 
think of The New Yorker as the national weekly of the leadership 
market. When you look over your schedule for 1948, we ask you 
to reserve a top place for the top magazine that sells goods in 
quantity to the right people in the right places from coast to coast. 


YORKER 


‘he Leadership Market 
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Del. 1337), 330 W. 42nd St., New 


{ ntral 7354). G. D. CRAIN JR., 


Advertising 


THE NATIONAL NEWSPAPER 
Trade Mark Registered 


Issued every Monday by Caveiene Publications, Inc., 100 E. Ohio St. 
ork 18 (Lo. 4-2737), National Press 
ngton 4, D. C. (Re. 7659). European Headquarters, 107-110 Fleet St., London E. C 
‘ esident and publisher. 
RUNS, vice-presidents. C. B. GROOMES, treasurer. 


Member Audit Bureau of Circulations, Associated Business Papers, 
National Publishers Association, Advertising Federation of America. 
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Editor, S$. R. Bernstein 
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Managing Editor, John B. Miller 
Washington Editor, Stanley E. Cohen 


Associates: New York: John Crichton, 
Maurine Brooks, Patricia Ryden. Chi- 
cago: Murray E. Crain, Emily C. Hall, 
Robert Murray Jr., Jeanne Scharnberg, 
Bruce M. Bradway. 


European Editor, F. A. Marteau 
Editorial Production, F. J. Fanning 
Librarian, Elizabeth G. Carlson 
Correspondents in All Principal Cities. 


ADVERTISING 


Advertising Director, J. C. Gafford 
Manager Sales and Service, G. D. Lewis 
Manager Promotion and Research, 
Owen Chambers. 

New York: T. K. Worthington, O. O. 
Black, Halsey Darrow, James C. Green- 
wood, John P. Candia. 

Chicago: O. L. Bruns, Western Adver- 
tising Mgr. J. F. Johnson, E. S. Mans- 
field, W. F. Pierce. 

San Francisco (4): Simpson-Reilly Ltd., 
Russ Bldg., Wm. Blair Smith, Mgr. 
Los Angie (14): Simpson-Reilly Ltd., 
Garfield Bidg., Walter S. Reilly, Mgr. 
London (E. C. 4): P. A. Marteau, 107- 
110 Fleet St. 


postage extra. 


10 cents a copy, $2 a year in the United States. 
Myron Hartenfeld, circulation director. 


Foreign 


Economic 


George F. Tilton, advertising 
manager of Anheuser-Busch, sent 
us the text of a recent talk by 
George C. Smith, president of the 
St. Louis Chamber of Commerce, 
to the local sales executives con- 
ference, which we believe points 
up part of our present difficulty 
as well as it can be done. 

“About 18 years ago,” says Mr. 
Smith, “our government, then a 
Republican administration, under- 
took an administrative program 
deliberately designed to bring 
about inflation. The establish- 
ment of regional Agricultural 
Credit Corporations and of the 
Reconstruction Finance Corpora- 
tion was for the purpose of ex- 
panding credits. . . These early ef- 
forts were juvenile in comparison 
with a long series of steps taken 


by the succeeding New Deal ad- | 
'tem of balances in some way or, 
‘other, and thus does, or at least | 


ministration which, in an effort to 
end the depression, deliberately 


Tinkering 
courage caution and moderate de- 
flation. But Mr. Smith puts his 
finger on the sore spot of a man- 
aged economy. It does not move 
quickly enough or ruthlessly 
enough to operate’ effectively 
under any semblance of freedom. 
Presumably, a wise man can 
manipulate a national economy in 
a complete dictatorship. But in 
an economy which professes to be’ 
free, the manipulation becomes 
almost fantastically difficult. In 


times of great national stress, such | 
as the depression of the ’30s, it is | 
possible for a forceful government | 
to move in one direction, as ours | 
did. The difficulty arises from at- 
tempts to stem that movement | 
after it has once been started. | 

The problem, of course, is that) 
every “management” move of the} 


economy changes the existing sys- | 


"Rushing his head off? Why that's Jake Trevor relaxing after a day in the office. 
He runs a one-man ad department.” 


Listen, Boss 

It has been said ‘that no man is 
a hero to his valet. On a some- 
what less grandiose scale, we have 
suspected that few men are heroes 
to their secretaries, and a poll by 
the Albany Business College of its 
alumnae reenforces our suspicion. 

The five major gripes of the sec- 
retaries, not necessarily in the 
order of their importance: 

1. The johnny-come-lately type 
who has a last-minute brainstorm 
just as she’s putting on her hat; 

2. “Mumbles,” who preceded the 
Chester Gould character of the 
same name, who phlubs' and 
phlurbs his dictation; 

3. “Smoky Joe,” who dictates 
from behind a smoke screen of 
strong cigar smoke; 

4. “Shopping Shirker,” who 
hands his secretary a little list of 
items from his wife; 

5. “The Wolf.” 


undertook to increase the price| might, affect different segments | Recognition 


level .. .” 

Now, he continues, ‘““‘we need a 
government program to substitute 
for the still existing program—de- 
signed deliberately during a de- 
pression to bring about inflation. 
Almost none of these programs 
has been repealed or amended or 
put in reverse to stem the infla- 
tionary forces created .. .” 

In Washington, meanwhile, 
there is talk—timid, under cover 
talk—of reversing inflationary 
trends by moves, particularly on 
the credit front, designed to en- 


‘of the population 


in different | 
ways. A ruthless dictator can ride 
rough-shod over all protests, but 
a democracy cannot. 

As a natural consequence, man- | 
agement of the economy in a free | 
country is almost inevitably bound | 
to consist largely of too little and | 
too late, with the added difficulty | 
that peculiar and unreasonable | 
bulges appear here or there be-| 
cause some set of interests, too) 


| 


powerful to be ignored or over-| 


ruled, gets a special dispensation | 
of some kind. | 


A Prophet with Honor 


We have been reading a talk on 
“Consumer Purchasing Power and 
1948 Market Potentials” which 
Arno Johnson, vice-president in 
charge of media and research for 
J. Walter Thompson Company, 
gave before the Advertising Club 
of Atlanta last month. We hada 
lot of fun reading the talk, and we 
imagine Arno Johnson had a lot 
of fun writing it. 

Mr. Johnson has been a consist- 
ent and vocal exponent of the es- 
sential soundness of the American 
economy, and its ability to expand 
and create new markets and new 
marketing opportunities. While 
others, less optimistic or less well 
informed, have openly shivered 
over the possibilities of recession, 


depression or worse, Mr. Johnson | 
maintained that} 
the economy is sound, healthy and | 
a willing and luscious oyster for} 


has consistently 


anyone who has the courage of his 
convictions and the ability to 


evaluate the situation properly. 

In July of 1945 he predicted, | 
before the annual Governors’ Con- 
ference, that a postwar goal of 
57,000,000 jobs and a gross na- | 
tional production level of $200 bil- | 
lion was both possible and feas- 
ible. The ’47 figures bear him out. | 

Now Arno Johnson says: 

“Market opportunities in 1948 
are potentially far greater than 
most people recognize. 

“For the past three years the) 
majority of our economists and 
writers have been so intent on 
watching for the signals of an im- 
pending break that they have 
failed to point out the positive op- 
portunities for this nation to util- 
ize its war- proven productivity 
in establishing and maintaining 
higher levels in our standards of 
living.” 

Mr. Johnson is extremely opti- 
mistic. But he seems to have been 
pretty near right thus far. 


If you can see the cut, the 


/moral of the tale is obvious. 
| If you can’t, we ought to tell 
/you that Chicago’s territorial in- 


department 


| formation recently 
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took an ad in Airlanes which 
showed a pilot trudging from his 
plane. The copy said “I’m a trans- 


|atlantic pilot and I fly to England 


regularly but my home is in Chi- 
cago, etc., etc.” 


But reader George E. Bounds, 
p.r. director for McDonnell Air- | 
craft Corporation and formerly 
press relations man for Chicago &| 
Southern, thought the pilot was 
familiar. 

In fact, says Mr. Bounds, the 
pilot is Capt. William Fry of Chi- 
cago & Southern, he has never 
been in London, he does not fly 
there regularly and his home is 
Memphis. 


models in situations where read- 
ers may recognize them. 


Definition 
Joseph T. Kolodny, of the Na- 
tional Association of Wholesalers, 


says an agency operates on 15% 
commission and 85% confusion. 


Jottings 

A recent national survey by the 
American Schools and Colleges 
Association shows that Tootsie 
Rolls are students’ favorite candy 
(according to Sweets Company, 
which makes them)... 

Out in Cedar Rapids, Ia., there’s 
a curriculum with a pay-off. The 
chamber of commerce, retail 
merchants bureau, and Coe Col- 
lege sponsor an §8-week retail 
course at Coe College. Enroll- 
ment fee is $10; those who pass 
the final exam get their $10 
back. . . 

Three weeks after Burritt 
Wheeler, director of the House- 
wives’ Protective League of KNX, 
Los Angeles, put the blast on auto 
repair garages, car dealers and 
service stations, he acquired Brand 
Motors as a sponsor... 

The other day Jester Design 
Trina, a Jersey cow owned by 
Walter L. Johnson, gave birth to 
a calf while in transit on the Dela- 
ware, Lackawanna & Western 
R. R. Mr. Johnson named the 
calf, a heifer, Blonde Lad’s Phoebe 
Snow—after the Route of Phoebe 
Snow... 

Add long-range pulling power: 
In 1925, when Frigidaire was try- 
ing to sell America on mechanical 
refrigeration, it offered to convert 
ice boxes. Last June one W. A. 
Glasgow, Fabius, N. Y., ran across 
the ad in the March, 1925, Ameri- 
can Magazine, and wrote non- 
plussed Frigidaire to see if the 
offer still held. . . 

Scout Frank Baldwin, of Hare 
Advertising, Boston, passes along 
a classified ad from the September 
Yankee: Wanted to buy canary 
or orange-colored bottom for a 
Staffordshire hen. Opening ap- 
proximately 6x8 inches.” . . 

Station KLIF, Dallas, is differ- 
ent. Its mascot and trademark is 
a parrot named Klif, who is said 
to be capable of announcing, and 
its news fare includes a “misan- 
alyst,” called Lowell Gram Kal- 
tenheater. Kaltenheater is Gor- 
don R. McLendon, son of the 
owner, and he originated the Kal- 
tenheater role in the Pacific dur-| 
ing the war... 

R. Buckminster Fuller, who last 
rocketed across the promotional 
sky with the aluminum Fuller | 
House, is now in the advertising | 
business. He will head a “promo- 
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The following documents may }e« 
secured without charge from com. 
panies sponsoring them or throug! 
ADVERTISING AGE, by any nations) 
advertiser or advertising agenc, 
executive writing on his business 
letterhead. Address ADVERTISINc 
AcE, 100 E. Ohio St., Chicago |}. 


No. 2927. The Light Construction 
Industry. 


American Builder has issued 
this detailed study of the new 
construction, remodeling, repairs 
and maintenance market covering 
residential, commercial and farm 
buildings. The brochure includes 
a circulation breakdown and other 
information about the publication. 


No. 2928. Detroit Transportation 
Advertising. 


Rates, circulation, readership, 
riding habits and production data 
are covered in this folder on the 
Detroit market, issued by Trans- 
portation Advertising Company of 
Michigan, which is represented 
nationally by Loomis Advertising 
Company. 


No. 2929. Market and Media File. 

Aviation Maintenance & Opera- 
tions has issued this folder, which 
contains the publication’s market 
story, with a circulation analysis 
and sample list of readers. Also 
available are two U. S. maps: one 
showing the location of airports 
and aviation distributors, and the 
other the location of manufactur- 
ers of aircraft, aircraft engines 
and propellers. 


No. 2930. Seven Years in San 
Antonio, Tex. 

Population, age groups, housing 
characteristics and other market 
data are tabulated in this booklet 
issued by the San Antonio Light. 
Included is an analysis of news- 
paper coverage, ad costs and dis- 
play and classified advertising in 
San Antonio. 


No. 2931. Extension Activities and 
Accomplishments, 1946. 


The National County Agent and 
Vo-Ag Teacher has issued this 
booklet, which is a reprint of a 
U. S. Department of Agriculture 
circular, reporting on the work of 
county agents and showing the 
extent of their influence on farm 
sales. 


No. 2932. On a Silver Platter. 

An audience report by cities and 
counties, daytime and nighttime 
coverage maps, market data and 
a comparison of national Hooper- 
atings with Youngstown program 
ratings are contained in this file 
folder, issued by Station WKBN, 
Youngstown. 


No. 2933. Analysis of Food Prod- 
uct Advertising in Chicago. 

The Chicago Tribune has pre- 
pared an analysis of expenditures 
in Chicago newspapers of 167 gen- 
eral food advertisers, who spent 
$2,500 or more in all major Chi- 
cago papers combined during ‘he 
first six months of 1947. 


No. 2882. 
ket. 
The Fort Wayne News-Sentive! 
has issued this folder containin. 4 
map of the city’s retail trad ng 
area, tabulated market data an 2 
map showing population based 0 


The Fort Wayne M:r'- 


purchasing power as indicated >Y 
monthly rentals. 


No. 2893. First Again. 

This brochure, issued by P'- 
ents’ Magazine, lines up the pu 
lication’s standing in the womens 


The moral, as we started to say,|tional design division” for Mike| service magazine field as to @P- 


is: don’t use actual people as| 


Goldgar Company, New York... 


parel advertising linage. 


~~ 


NT, 


SLPPLPLLIS ALL 


7 5S5663560 od 
SiS pSSSSSIOIS, SHI oo ee mks 


ci 


pre ee eee ~ a3) <i Ava us! ‘ = Ste Md " . ‘ “Te ace js B : , ot as bey ae a aS x ‘ % ; “hy 9) eae nis %, a 3 as 
: . 1Z = ——_ . ee a ‘ - ae a 
: ; | | —— ee ‘ oe, hg Re ee € = 
' | —— = - Py iy VA Z £aAA. : 
| Lefer oel\ (I place ae 
; ao | \ | <i i” on 
a= one | | | 4 / Ake | 
; D i Ne | |e EQ) || ee 
= Uy | Si — kaa, 
a ee Dy cat oe er | 
a aise Miksa | 
’ : } 
Pe a @& . <<“ A 
' AM ms = ae ar A | hy SS | 
4 ass ‘e. SS oe 
co li. - = 7 
| nae ==> == 
| fey ™ or. a 
‘i astees rd | 
7 ~ Sea =* | 
. Eo 
ineneeee! 
Bsasasi | 
. Fe RI SS 
Po peer “(too lIitd = | UH 
a: ee rr eS | AK 
; UR 
‘ Re 
i a \ 
| 4 
B? 
| ‘ Wi 
1 
_ | 
) | 
| 
| | 
| Mint Merins i Ve | 
F es 
-_ met) WA 
} 1 . 
| LL  _— zr N 
af + 09s!) ae Mp Sorts sl 3 te Cao ib VBS 
: g LT  -- N 
i ei). genie ane ae = —% mw a i 
_ _ } See UNE 
; oink : aga a 2 : ae N 
ees y 
\ — Ls 
. | ————— ONS 
— a 
; ; a | 
| 
a —————————————— ee) 


and 
time 
and 


WY 


S 


ea 


CIRCULATION: 


—_ 
ae G OUT-OF-DATE | 
. "FIGURES”’ : 
; CAN’T | 
e* SERVE | 
7, 
y, : ;, Yo U | 
4" A \ | : 
SARS TODAY ! eg 
\ t q J | 
‘tt VW {7s , 
AEN | | 
SSF You need today’s facts and 
figures on Philadelphia — 
y America’s 3rd market! 
: = 
ry Your research department will confirm it... _ 


today’s most important marketing factor is change. 
y Shifts of buying power . .. population trends 
een ~  ++-all prove how vital it is that you know 
4 TODAY ’S figures. Particularly in Philadelphia, 
tL at where THE INQUIRER has proved itself the 
unquestioned leader in PRODUCTIVITY for 
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+ NOW IN ITS 14TH CONSECUTIVE YEAR 
OF ADVERTISING LEADERSHIP 
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DAILY... OVER 700,000 e SUNDAY...OVER 1,000,000 | 
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 Soapers Get Rousing 
~ Vote of Confidence 


Psychological Study 
Says Daytime Serials 
Affirm Moral Values 


By BRUCE M. BRADWAY 


Cuicaco —A documented, 150- | 
page endorsement of the family- 
centered soap opera has been re- 
leased by Social Research, Inc. 

Amidst the welter of attacks on 
daytime radio serials on grounds | 
of “poor drama,” “detrimental to} 
listeners,” “oral opiates,” “trash” 
and equally uncomplimentary epi- | 
thets, Prof. W. Lloyd Warner and) 
Dr. William E. Henry, professors | 
of anthropology and _ psychology | 
respectively, have come up with} 
a rousing defense of the soapers 
on all counts. 

Not content with a passive ap-| 
pellation of ‘inoffensive,’ Prof. 
Warner and Dr. Henry insist that | 
daytime radio serials are both 
psychologically beneficial to lis- | 
teners individually and of value | 
to society as a whole by reaffirm-. 
ing the strength, stability and 
sanctity of the family. 

In a report surprisingly free of | 
abstruse psychological terms, the | 
two consultants of Social Research, 
Inc., trace the study of “Big Sis- 
ter” (top show in terms of homes 
reached per dollar, according to 
A. C. Nielsen [AA, Dec. 1]), from 
the moment CBS agreed to pay for 
the opus. 


} 


Says Education ‘Out’ 


Realism in the serials is casti- 
gated unmercifully by the re- 
searchers on grounds that it re- 
duces listening appeal. Proposals 
of reformers to inject educational 
material are also rejected on the 
same grounds. Any inclusion of 
unessential vocational or economic 
details also is opposed. 

Three concrete recommenda- 
tions for increasing the success of | 
soap operas stand out. First: So- 
cial significance should always be 
the last consideration. Second: If 
any changes are contemplated in 
a now-successful show, new epi- 
sodes must contain basic psy- 
chological symbolic ideas. 
Themes must be kept within the 


THE 
MAKERS 
OF.... 


Know that de 
HOLLYWOOD 


is a Big, 
Separate Market... 


Retail Sales Volume 


(Trading Area—1946) 


$826,287,978 | 


The Makers of... 


. and 345 other 
national advertisers ™ 
Cover 
HOLLYWOOD 


with the 
HOLLYWOOD 


Citizen-News 
AND ADVERTISER 
HOLLYWOOD, CALIFORNIA 


National Representatives 
STORY, BROOKS & FINLEY, INC. 


‘Henry imply that it is possible to 


‘soapers, they say, appeal to 65% 


beliefs of the audience by use of 
and of things feared and hoped 


tions). It differs from the moral- 


context of the family. 
In explaining the significance of 
the recommendations, Warner and 


our earlier society was dominated 
by sacred beliefs and values.” 

Commenting on the responses 
of listeners in the middle class 
group, Warner and Henry note: 
“We maintained that if we could 
show: 

“1. That the life of the women 
and their personalities are basic- 


set forth themes which will ap- 
peal to any particular group. The 


of the families at most. There is | 
no possibility of increasing the) 


potential listenership beyond this|ajjy like those of Big Sister and | 
|routine ideas and repetitive con-| 
cepts. They fear spontaneity and) 
sex | 


figure, and the writers and spon-| that they view the world in terms 
sors should therefore concentrate | yery similar to those expressed in 


on appeals to this “common man” |the themes of the Big Sister pro- 
or lower-middle class group e€Xx- gram; and 
clusively. “2. That the listeners identify 
i l (themselves) with the characters 
ee Stay Say |in the Big Sister program and that 
“Essentially,” the report reads, | the program expresses the ordi- 
“Big Sister (and other family- | nary feelings of anxiety and hope 
centered dramas) are contempo-|of the women; and 
rary minor morality plays which “3. That the program chan- 
express, as did the moraljty plays! nelizes their fantasies of hope and 


for (the characters and their ac-| 
helpful to the women.” 
ity plays primarily because mod-| 


; ‘ olorl Liv 
ern culture is secularized, whereas | Lead C sed = 


“4. The feelings aroused in the 


idealized symbols of good and evil, listeners are normal and adaptive famous overnight, 
|and 


“5. Their effect is positive and 


| The psychological structure of 


ithe women in this group as de-| 
termined by the researchers has | 
characteris- | 
| tics, all of which add up to the) 
|phrase “colorless and slightly un-| 


|several outstanding 


happy.” 

They have, according to Warner 
and Henry, reduced imagination 
and suppressed personal resources, 


impulsivity, and sublimate 
drives and impulses. They con- 
tinually struggle for personal con- 
trol, but at the same time fear that 
they will not succeed. Indeed, they 
even feel that success in overcom- 
ing environment may be futile. 
While they feel a need to 
struggle in order to win out over 
environment, the struggle consists 
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cf ancient times, the feelings and,fear into positive channels—then | mainly in hoping for an externa) 


‘solution such as becoming world 
receiving an 
‘unexpected legacy, or getting » 
Cinderella deal. They lack an ac. 
tive control over their own fates 

Their relationships betwee») 
themselves and others are stereo. 
‘typed. The stereotypes are con- 
stant in all similar instances, th, 
motives are comparable and the 
outcomes are repeated. The inter- 
personal relationships are strained. 
especially sex relations. There jc 
always some block placed between 
the man and woman—through 
|fear, or sex, or domination, or 
separation. 


Fear the Unknown 


The “outer world” to female 
members of the “common man” 
‘group is characterized by same- 
|ness and monotony. It is conven- 
|tional, repetitive and filled with 
/petty detail—and usually unre- 
| warding, although it punishes for 
moral infractions. They fear the 
unknown, the challenging, and the 
irregular, and are uncomfortable 


* Look at the prospects 


ec . . . ” * 
editorial screenin pro- == 


vides for insurance! 
There are some 3,006,- cae 


000 husbands and fathers *. \. 
in Better Homes & Gar- ~~, : 
dens families — husbands a. 


and fathers whose big love 
is home, and whose big 
interest is to see that home 
is safe and happy. Is there 
anybody more likely to 
care about your insurance 
story than these men? 
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when forced to make new deci-| gested by the analysis of a control) feeling through magical belief in | ideas. 
sions, or use their imaginations on group chosen from women in a|sudden change for the better.” They also feel that, given a 
unfamiliar territory. | social level above the “common Thus, the report says, “The day-| script series, they can translate 
In view of these characteristics,| man” stratum. These women show | time serial as represented by the the episodes into a valid thematic 
as determined by the thematic|less stereotyped thinking, more|Big Sister program serves as a| apperception test, and determine | 
apperception test, a refinement/imagination and greater personal|function in the lives of the lis-| the degree to which the program 
of the psychiatrists’ ink blot tests;| resources, good interpersonal re-|tener group (lower-middle class) | will be successful in enlisting an 
reo- the verbal projective, a story lationships (separation or divorce| that it does not serve in the lives | audience. 
: technique; directed interviews is not a disaster), less dissatisfac-|of the control group. Big Sister Social Research, Inc., with of- 
the during the program and free as-|tion and antagonism, greater | objectifies and portrays the adap-| fices at 1525 E. 53rd St., Chicago, 
the sociation interviews, Warner and /| knowledge of people, a recognition| tive anxieties of the listener | last fall released a report affirm- 


aw Henry believe they have el be the independence of men, less| group; it does not touch the main/ing the practicability of predict- 
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covered what makes a successful 
soaper “tick.” 


|self-pity and an attitude toward 
‘environment which does not find 


Briefly, the successful daytime it either frustrating or resisting of 
serial reflects the middle-class | efforts to overcome it. 
moral values, and at the same The women in the control group 
time shows the impersonal, sex- find the future more realistic and 
suppressed marriage tie, a good challenging and take a personal 
woman and successful homemaker | control over their actions. They 
who gently dominates her hus-|have “an attitude of being pre- 
band (a reflection of the listener’s | pared to do something about life 
own uncertainty), and successfully themselves, by their personal ef- 
repulses advances of other women, | fort and control of things, whereas 
after a struggle. the listener group seems almost 
/psychologically paralyzed and 
|capable only of giving up and as- 

The reasons why daytime radio | suming that life will always con- 
serials appeal only to this one|tinue as drab and monotonous as 


Analyze Control Group 


group and not to others are sug-! it has been, or trying to deny this. 


anxieties and concerns of the con-| ing the sale of greeting cards (AA, 
trol group.” |Oct. 6). 


Able to Predict Audiences 


By implication, therefore, radio | 
serials are an excellent advertis- | 
ing medium for products which | 
appeal to the “common man” 
group. Also by implication, War- 
ner and Henry say that they are 
able to outline the themes and 
treatments which will attract any 
social stratum to a given radio 
show, and by the same method 
indicate what potential audience 
a given program will have, or 
how it can increase its appeal 


through addition or subtraction of 


BSF&D Appoints McKown 


R. G. McKown, formerly with. 
Campbell-Ewald Company and) 
D. P. Brother Company, has been | 
appointed personnel director of | 
the Detroit division of Brooke, 
Smith, French & Dorrance. 


Strann Joins Hyman Co. 
Melville M. Strann, until re-| 
cently vice-president of Hugo) 
Scheibner, Inc., Los Angeles. 
agency, has been appointed sales | 
promotion manager of Edward | 
Hyman Company, Los Angeles, | 
manufacturer of work clothing. | 


People who live better, want more, buy 
more, are a better market. 
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If you can’t talk to all the people about 
your product — it’s wise to talk to those 
who are the cream of the market. 


All this is rather elemental. But it is lead- 
ing up to a point which many advertisers 
overlook. 


A magazine’s circulation is a market. 


How good a market depends upon how 
intelligently that circulation is screened. 


Better Homes & Gardens screens for 
families. 


irst step toward 
finding a market 


It screens by focusing editorially 100% 
on service — articles of interest to these 
families who need a lot and buy a lot. 


It delivers 3,000,000 such families. 


3,000,000 circulation is big-league circula- 
tion. 


But when it is hand-picked for interest and 
income — it comes mighty close to being 
the best single market in the United States. 


Get the whole story of “editorial screen- 
. ss 5 7 a 
ing” from your BH&G representative. 


A One-newspaper buy 
in One of the country's 
richest markets is a 
great combination for 
the advertiser, particu- 
larly when that news- 
paper completely and 
economically covers the 
market. 


There is such a combina- 
tion in Akron where the 
Beacon Journal has 
100°, coverage of the 
rich Akron Retail Trad- 
ing Area. 


Here is the story in a 
nutshell. There are |24,- 
512 families living in the 
Akron Retail Trading 
Area. The Beacon Jour- 
nal daily circulation in 
this Area totals 124,543. 


It is a well-established fact that some It screens for prosperous families — fami- Retell sales foc 1OGn 
people live better than others. lies with a lot of wants, and the means of were ih extest of 
satisfying them. $350,000,000.00. 


There is no denying that 
Ohio's One in One Mar- 
ket is a must for your 


next advertising 
schedule. 
Tell your Sales 
Story to ALL 


the Buyers in the 
free-spending 
AKRON 
MARKET 


JOHN S. KNIGHT 
PUBLISHER 
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Promotes Milk Coolers 


The refrigeration specialties de- 
partment of Westinghouse Electric 
Corporation, East Springfield, 
Mass., will promote its milk cool- 
ers in a series of ads in 14 farm 
publications. In addition, dealer 
cooperative advertising, direct 
mail, promotion booklets and a 
sound slide film will be used. 


nerease reader- 
FREE pm of your ads 


with LIFE-like 
photos 


ions. EYE*CATCHERS. 
10 B 38 St, N. Y. C. 16 


PictSweet Gives 
Prizes for Best 
Household Hints 


Mount VERNON, WaAsH.—Pict- 
Sweet Foods has a new twist in 
its new give-away radio show. It 
has begun sponsoring a 15-minute 
audience-participation program on 
45 stations of the Don Lee-Mutual 
network on which it gives away 
portable radios and canned peas 
by the case. 

Philco radio prizes go to par- 
ticipants who submit household 
hints which they have obtained on 
visits to neighbors—and the neigh- 
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Borns avo DisPlays * Poin of $e ale 


- COUNTER 


DISPLAYS 


CHICAGO ADVERTISING DISPLAY CO. 
Ni 37 No. Wacker Drive 
Phone Franklin 6957 


SABRE E AS 


-».«» Chicago 6, Ill. ; 


| 
| 
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bors get the PictSweet peas. A 
PictSweet label is required from 
the participant. 

The show is aired five times 
weekly. For the best household 
hint each week, the contestant 
gets a Philco home freezer. 

The show stars tenor Merve 
Griffin and Lyle Bardo’s orchestra. 
In addition, Barbara Quinn, the 
company’s home economist, gives 
daily suggestions on economical 
meal planning. 

Ruthrauff & Ryan, Seattle, han- 
dles the account. 


Sherun Appoints Seidel 


Sherun Company, Brooklyn, has 
appointed Seidel Advertising 
Agency, New York, to handle its 
advertising. Mail order magazines 
and newspapers will be used. 


KALE Appoints Swafford 


Tom Swafford, formerly pro- 
duction manager of Station KGW, 
Portland, Ore., has been appointed 
program director of Station KALE, 
Portland. 


TRAG E DY and triumph marked the period 1933- 


1941 in Chicago history. Depression victims formed lines 


before skyscraper windows awaiting turns to jump. Civic 
leaders defying defeat launched a brilliantly successful 
second Worlds Fair. The first All-Star baseball game was 
played at Chicago in ’33, and the Burlington Railroad 
inaugurated America’s first streamliner the following 
year. The era included the advent and early reign of Joe 
Louis. Europe engaged in World War II. 


Meanwhile P & A was expanding. Another floor of 
10,000 sq. ft. was added; new processes were introduced; 
new materials used. Tenaplate moulding was adopted, 
wax moulding discarded. Direct pressure presses replaced 
rolled equipment for mat making. 


Research and an honest interest in customers’ problems 
were causing P & A to be everlastingly fussing with de- 


tails—fussing to gain perfection—ambitious to lead in 


serving advertisers. 


PARTRIDGE & ANDERSON COMPANY 


ELECTROTYPERS + NICKELTYPERS + MATRIX MAKERS 


STEREOTY PERS 


712 FEDERAL ST., CHICAGO 5, ILLINOIS 
TELEPHONE: HARRISON 3732 
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High point of a coc!.iail party given by Mrs. G. Sumner Collin: 
(known in the newspaper field as Sylvia Porter, New York Po.: 
financial ed.) for Mary McClung, newly appointed gen’l mgr. of the 
Post, was an illustrated poetic tribute to Miss McClung, showin: 
her clutching a cash register and cracking a whip. Author of the 
verse was G. Sumner Collins, prom. mgr. of the New York Journal- 
American... 

Celebrating his agency’s 25th year, Edmond I. Eger, head of Crut- 
tenden & Eger, Chicago, and his staff were hosts to clients Nov. 26 
in the company’s new and more spacious quarters at 69 W. Wash- 
ington St. . . Twice as many years were observed Dec. 2 by Wil- 
liam H. Horsley, pres., and Harold O. Stone, v.p. of Pacific Na- 
tional Advertising Agency, Seattle, with an open house at the 
agency and dinner at the Washington Athletic Club for staff, clients 
and others in advertising, publishing and radio. The agency was 
the White Advertising Bureau back in ’97, later Izzard, and was 
taken over by Mr. Horsley in 1919... 

Joe Dawson of Geyer, Newell & Ganger, New York, stopped ‘for 
a visit in Dallas on an auto trip to the Coast. He used to be a 
partner in Tracy- 
Locke - Dawson (now 
Tracy - Locke Com- 
pany) in Dallas. . 
Gardner Cowles, pres. 
of the Des Moines 
Register and Tribune, 
presented engraved 
watches to 33 new 
members of the 
newspapers’ Twenty- 
Year Club at a dinner 
held Nov. 23... 

Charles S. (Cy) 
Young, gen’l mgr. of 
Station KEX, Port- 
land, Ore., has _ re- 
ceived a pin for 30 
years’ service with 
the Westinghouse or- 
ganization. . . Fred R. 
Mann, owner of the 
Seaboard Container 
Corporation, Phila- 
delphia, who is a 
close friend and for- 
mer pupil of Artur 
Rubenstein, keeps a 
piano in a downtown 
hideaway, where he can hole in and relax his favorite way. . . 

Robert Meeker, gen’l] mgr. of Radio Advertising Company, New 
York, was married recently to Mrs. Dorothy Frost of Riverdale, 
N. Y. .. And Abby M. Minot, a teacher at the Chapin School, New 
York, has promised to promise to love, honor, etc., William Gross, 
of the Ted Bates agency, New York. . . Married in St. Louis were 
Charles Sweeney, eastern public relations representative of Mon- 
santo Chemical Co., and Marjorie Rehme. They honeymooned at 
Sea Island, Ga... 

Frank Chapman, assistant ad and sales prom. mgr. of Shell Oil 
and pres. of the San Francisco Adclub, became a grandpa late in 
October, when his daughter, Mrs. Jack Ferroggiaro, gave birth to a 
six-pound girl. .. Arthur H. Swett chalked up a record with the 
celebration, Nov. 18, of his 50th year as president of American Tag 
Company, Chicago. The company’s Twenty-Year Club is honoring 
him with a dinner at which employes will give him a jeweled 
medallion. . . 

John Daniell, account exec of the McCarty Co., Los Angeles, 
thought of his own newspaper days when he developed his “News- 
paper Desk Book,” just off the press. An assignment book combined 
with a daily calendar of fixed news dates and “futures,” it promises 
to be a success—advance orders for 190 copies having been received 
from newspapers all around the country... 

Tom Lewis, pres. of the Hollywood Adclub, went along when 
his movie actress wife, Loretta Young, sailed for England to take 
part in the much-publicized command performance. They’re re- 
turning Dec. 20 on the Queen Mary. . . Lewis Allen Weiss, Mutua! 
Don Lee exec, and Mrs. Weiss have been on a two-week vacation 
in Mexico. . 

“Every Dog Has His Say” is the title of a new book of rhymes 
by Edward Anthony, publisher of Woman’s Home Companion. 
Drawings are by Morgan Dennis, introduction by Louis Unter- 
meyer, and it’s published by Watson-Guptill, New York. . . 

William E. Berchtold, executive vice-president of Foote, Cone & 
Belding, New York, is busy organizing the 1948 finance campaign 
of the Greater New York Councils of the Boy Scouts of Americ®, 
of which he is chairman of the advertising and publishing d'- 
vision. . . 

A Thanksgiving Day engagement was that of Wirt McAllister, 
account executive of J. M. Mathes, New York, and Phyllis Brow: 
of Montclair, N. J. They’ll wed some time this month. .. And 0? 
Thanksgiving Eve, Mary Ludgin, daughter of Earle Ludgin, Ch - 
cago agency head, and Mrs. Ludgin, was married to Richard 
Clark in Thorndyke Hilton Chapel, University of Chicago. . 

Roger Ferger, publisher of the Cincinnati Enquirer, has add: 
to his jobs that of director of the Ohio Chamber of Commerce. . 
Ken Grogan of the display ad dept. of the Hartford Times, a! 
Mrs. G. are proud parents of a baby boy. . . Dean R. Upson, cor - 
mercial mgr. of Station KWKH, Shreveport, La., has been a! - 
pointed a member of the mayor’s committee for Rededication Wee 
Jan. 11-17, which will be climaxed by the Freedom Train’s vist 
to Shreveport. . . 

Max Robb, vice-president of Lit Brothers, Philadelphia depar'- 
ment store, has been appointed treasurer of the Philadelphia con - 
mittee of the National Jewish Hospital in Denver. . . Foote, Core 
& Belding’s president, Emerson Foote, was host at a luncheon f(r 
the members of the advertising agency committee for the Nev 
York University-Bellevue Medical Center drive... 


f ‘yt 
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BIG BUSINESS—A usually reliable source reports 
that this is the way Al Leininger, vice-president and 
ad director of Parents’ Magazine, spends his time 
when George Hecht believes he is soliciting Sun- 
kist business. He's shown lolling on the shore of a 
swimming pool belonging to Tex Roden, American 

Home Foods president. 
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FAIRCHILD BUSINESS PAPERS — THE HEART OF THE BUSINESS NEWS 


ormat for speed 


Since Fairchild Business Papers are primarily news- 
papers, high speed mechanical production is essential. 
Let's show you why Fairchild is big business, and what 
it takes to get the business news to more than 117,000 
subscribers in specialized fields aggregating a fifteen 
billion dollar volume. 


This new building has 32 linotype machines operating 
on three shifts around the clock. Of the 1107 full time 
employees in New York, 347 work in the composing 
room, stereotyping division ress room, mail and de- 
livery departments; 6 peoplé work if the wire-room, 
gathering and disseminating news from and to all 
over the world; 256 men and women report, evaluate, 
re-write, and edit the news. 


WOMEN’S WEAR DAILY DAILY NEWS RECORD RETAILING HOME FURNISHINGS 


We have 254 employees in our domestic out-of-town 
offices and 327 Fairchild news correspondents in all 
countries. 


In a single day — August 14th, 1947 — part of our 
total subscription list received 97,404 papers totaling 
156 pages of Women's Wear Daily, Daily News 
Record, and Retailing. 


In a single week — August 8th to 14th inclusive 1947 — 
Fairchild Business Papers published 14 editions . . . with 
a total of 740 pages and a total press run of 411,200 
copies. And all these papers meshed with plane, train 
and postal schedules. 

This is big business catering to big business getting 
bigger all the fime. 


FAIRCHILD PUBLICATIONS 


8 East 13th Street, New York 3, N. Y. * Phone ORchard 4-5000 
Covering the Textile, Apparel, Home Furnishings and related industries 
MEMBER AUDIT BUREAU OF CIRCULATION 


MEN'S WEAR FOOTWEAR NEWS FAIRCHILD BLUE BOOK DIRECTORIES 
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Standard Brands’ 
Pork and Beans = 
Come to Chicago Offers Flight Training 


, ing Agency, Portland, as an ac- 
Cuicaco — Using 750-line copy | The Stinson Aircraft division of count executive. He will continue 


in the Chicago Daily News and | Consolidated Vultee Aircraft Cor- | to service West-Marquis accounts 

Tribune, Standard Brands, Inc.,|Poration, Wayne, Mich., has an-| in Oregon. 

has introduced its Saratoga pork | nounced rl ae 4 Racine ned ad aes Eee 

and beans in the Chicago district. ee pang fe waging 'Two Join Station WCOP 
A coupon, good for 10 cents on | il) be trained weekly in each| Virginia Foster, formerly with 

the purchase of a can of the prod- city where the company has re-| WEEI, Boston, and Mariette Mud- 


uct, was featured in the copy, tail outlets. ‘gett, who formerly handled the 
which also ran in a wide list of | 


j}across the country with 
campaigns directed by 
Fitzgerald-Sample, New York. 


E carina Joins Portland Agency 
0 | Richard K. Stanton, Portland, 


|Ore., representative of West-Mar- 
quis, Inc., Los Angeles agency, has 
joined Butler-Emmett Advertis- 


sh 


Advertising Age, December 8, |947 


publicity for Admiral Byrd’s mo-| 
tion picture, “Discovery,” have 
/joined the promotion department 
of Station WCOP, Boston. Miss 
Foster will specialize in merchan- 
dising and Miss Mudgett will! 
handle publicity. 


Nelson Promoted 


L. T. Nelson, recently in charge 
of sales in the Los Angeles area 
for Portland Woolen Mills, Port- | 
\land, Ore., has been appointed | 
|sales manager of the blanket divi- 
ision of the company. 


Bliss Appoints Sehn 


Francis J. Sehn, formerly ¢!, je; 
die engineer for the Fisher Body 
Tank division of General Motors 
Corporation, has been appoinie:j 
sales engineer of E. W. Bliss Con). 
pany, Detroit. 


Names Headley-Reed 


Station KOL, Seattle, has a)- 
pointed Headley-Reed Company 


as its national representative. KOj, 


is an independent station operat- 
ing on 5,000 watts. 


Advertisin 


t.. mee 3 
pointed \ 
representa 
New Yorl 
fornia, Or 


Names 


Osborne 
with the 
Eastern (¢ 
3oston, a 
monthly € 


dailies and weeklies in southern 
Wisconsin, northern Illinois, 
northwestern Indiana and eastern 
lowa. 

The introductory drive here 
brought the pork and beans to its 
second regional market. It ap-| 
peared first in the St. Paul-Min- 
neapolis area early this year, | 
backed by newspaper and farm 
publication copy which offered a 
can free with every purchase of 
two cans. 

The company plans extension of | 
the drive into other markets 
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: increases 
since 1944 : 
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Handles Coast Sales 


Robert H. Deibler, 2506 W. 8th 
st., Los Angeles, has been ap- 
pointed West Coast advertising 
representative of Fleet Owner, 
New York. He will cover Cali- 
fornia, Oregon and Washington. 


hief 
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Names Osborne Ingram 
Osborne F. Ingram, formerly 

with the Boston Post, has joined 

Eastern Gas & Fuel Associates, 


Boston, 
monthly employe magazine. 
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‘Hardman Names Riordan MAB to Release 


Hardman Mfg. Company, South- 
gate, Cal., has appointed the John 
H. Riordan Company, Los An- 
geles, to handle its account. Avia- 
| tion publications will be used to 
promote the company’s new air- 
liner chairs. 


| WVIS Names Rambeau 


William G. Rambeau Company 
has been named national repre- 


as assistant editor of a sentative of Station WVJS,| 


Owensboro, Ky. 


First Audience 


} 


Survey Findings 

| New YorK — Magazine Adver- 
tising Bureau will issue, about 
Jan. 15, the first of a series of 
booklets summarizing findings by 
|Stewart, Dougall & Associates in 
ithe MAB “Nationwide Magazine 
'Audience Study.” 

| This first report, MAB said, will 


be on individuals, covering: 

1. Total readers and non-read- 
lers by location (urban, rural, 
farm, non-farm) and by number 
of magazines read per individual. 
Results will be projected nation- 
ally where possible. 

2. Age groups, male and fe- 
male, with national projections. 

3. Economic status, by location 
and by number of magazines read 
per individual. 

4. Occupations, on above bases. | 

5. Education, male and female, | 


/one 


on Sa 


“ig O BW at 


=. S 


hee a he 


ee 


The Felt & Tarrant Manufacturing Co., maker of the Comptometer adding- 
calculating machines, has advertised in the pages of Business Week for 19 years. 
By so doing, frequent sales contacts are maintained with hard-to-see manage- 
ment-men. Sixteen other leading companies in the *Office Furnishings & Sup- 
plies classification, have been consistent users of Business Week for periods 
ranging from 10 to 19 years. a 

In the above classification, Business Week during the first six months of 
1947 carried 138 pages... two and one-quarter times as many pages of adver- 
tising as the average of the other six leading general business and newsweekly 
magazines! 


HERE’S WHY! 


Business Week’s reading audience is comprised of Management-Men almost 
exclusively ...a higher concentration of executives who 
influence or make buying decisions than is offered by 
any other general business or newsweekly magazine. 
This means a minimum of waste circulation in reach- 
ing prospective buyers ... advertising dollars spent 

in Business Week “work harder.” 


WHEREVER YOU FIND IT, YOU FIND 
A MANAGEMENT-MAN...WELL INFORMED 


*Based on Publisher's Information Bureau analysis. 


19 
by location, with results projected 
nationally wherever possible. 

The survey showed that “68.9% 
\of all persons aged 15 or over in 
the United States ... read at least 
one magazine,’ MAB pointed out. 
‘“This represents an audience of 
well over 75,000,000 people. . . In 
82.5% of all the families, at least 
individual is a magazine 
reader.” 


Cook Joins Kingan 

Delbert J. Cook, formerly an ac- 
count executive with Young & 
Rubicam in Chicago and with Mc- 
Cann-Erickson, Chicago and Min- 
/neapolis, has been appointed head 
of Kingan & Co.’s public relations 
division, succeeding A. W. Voor- 
|his, who resigned. Mr. Cook will 
|direct advertising, merchandising, 
|sales promotion, publicity and 
igen development. 


‘Smith to Scheibner 


| Lynne Smith, formerly account 
|executive with Sterling Advertis- 
|ing Agency, New York, has joined 
the staff of Hugo Scheibner, Inc., 
'Los Angeles agency. 


KEEP ABREAST 
THE TIMES ON.«e 


3, 


“aie 


@ With ACB Newspaper Re- 
search Services you need never 
miss a daily newspaper adver- 
tisement you ought to see no 
matter where orwhen it mayrun 
in any of the 1,738 U.S. dailies. 


The national and local adver- 
tising columns of daily news- 
papers are the great proving 
grounds for new ideas in prod- 
ucts, merchandising plans, and 
new sales approaches. Use ACB 
services to keep abreast the 
times on new and old competi- 
tion . . . new products... new 
copy themes, new uses. 


Executives are invited to send 
for our catalog which outlines 
12 ACB Newspaper Research 
Services. You will be agreeably 
surprised at the modest cost for 
which a service, built to your 
own special needs, can be fur- 
nished. 


Send for Catalog 


Gives details of 12 re- 
search services—covers 
wide range of subjects 
—tells how to estimate 
cost suggests many 
applications of informa- 
| tion furnished—gives 
| names of satisfied users 
| 

| 


79 Madison Ave., NEW YORK (16) 
538 S. Clark St., CHICAGO (5) 


16 First Street, SAN FRANCISCO (5) 
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MEATY FIGURES 


~ MEAT PRODUCTION 
_ In Big Aggie Land 


2U 


Bendix Starting 
“Wash on the Air’ 
Programs Locally 


Soutu Benp, Inp.—Bendix Home 
Appliances has started a new type 
of radio program which, it is de- 
voutly to be hoped, will not be 
picked up by makers of such prod- 
ucts as women’s wear, purgatives, 
gum, etc. 

Essentially, the program is a 
dramatization of the Bendix 
washer as it “goes through its 


paces,” according to Bendix) 
spokesmen. Called “Wash on the | 
Air,” it is a 15-minute show thus | 
far heard on a number of stations | 
in the Southwest. In time, Bendix 
expects to broadcast the show 
locally three to five times weekly. 

Each broadcast originates in a 
dealer store, and is conducted by 
a salesman and an experienced an- 
nouncer employed by Bendix. The 
whole program is a description of 
exactly what happens when the 


on 


Meat is MONEY, today. 
And figures here show how 
folks in WNAX BMB Area 
latch onto this ''meaty'' 
money. First figure, number 
of animals or birds in the 
WNAX BMB 10%, or more 
area; second figure, WNAX 
BMB percentage of total in 
5-state area of lowa, Minne- 
sota, Nebraska, No. Dakota, 
So. Dakota: 


CATTLE, 12,988,086........ 4% 
MILK COWS, 3,032,878... . 71% 
SWINE, 9,422873........ 
POULTRY, 113,934,808... ... 12% 


TURKEYS, 4,601,951....... 13% 
All figures based on U. S. 
Census of Agriculture 1945. 


Does not include WNAX BMB 
counties in Kansas, Wyoming, 
Montana and Canada. 


Surely, the WNAX BMB Area 
cuts a wide swath through the 
richest farm producing country in 
the world. That should be meat 
for thought if you are planning to 
do business in Big Aggie Land. 


Get the facts about a schedule of 
advertising on WNAX from your 
nearest Katz Man. 


WNAX is 
available with 


Mid-States 
Group. Ask 
the Katz 
Agency for 
rates. 


washer is put into operation. A 
“play-by-play” account is given, 
along with sound effects supplied 
by the machine. 

First broadcasts of the program, 
which is carefully presented for 
maximum showmanship and sales- 
manship, reportedly have boosted 
sales in localities where the broad- 
casts have occurred. Dealers, dis- 
tributors and stations cooperate in 
promoting the broadcast. 


WGNB Signs Two 


“Sincerely, Kenny Baker,” spon- 
sored by Stewart Warner Cor- 
poration, through Henri, Hurst & 
McDonald, and “Carnegie Hall,” 
sponsored by Hallicrafters Com- 
pany through Burton Browne Ad- 
vertising, are being aired over 


WGNB, WGN’s frequency modu- 
lation station, Chicago. The Kenny 
Baker show is heard at 9:30-10 
p.m., Fridays, and the Carnegie 
at 9:30-10 p.m. 


Hall program, 
Sundays. 


Joins Thrift Hardware 7, ’ 
W. Earl Aumann, formerly as- Tribune, Sports 


sociated with Huffman Advertis- _ 
ing Company, St. Louis, has been | Club Co Sponsor 
appointed sales promotion man- 7 
ager of Thrift Hardware mn-| Navy Pier Show 
pany, St. Louis. He had recently, CHicaco—The Chicago Tribune 
been associated with the Terry Charities, Inc., will join with the 
Farris department store chain in| Outboard Boating Club of Amer- 
the Rio Grande valley. ica to sponsor the 10th annual In- 
‘ So |ternational Sports, Travel and 
County Fair’ to Bow | Boat Show in the Navy Pier’s twin 
County Fair, a new magazine | exhibition halls here next Feb. 27 
aimed at the middle class subur-|through March 7. 
ban market, will make its first | The show will feature three 
appearance in February. The|separate exhibitions—covering 


magazine will contain fiction, : 
beauty, household, fashion and| boats, sports equipment and travel. 


sports departments and book, play | Space will be used by the trans- 
and movie reviews. Milton W. Portation industry, including rail, 
Smith is editor, with offices at | bus, steamship and airlines; manu- 
1860 Broadway, New York 23. 'facturers of boats, motors, marine 
a | equipment and supplies; sporting 
Hughes Joins Steinke goods; cameras; house trailers; 
John W. Hughes has joined light planes; travel bureaus; re- 
Lynn Steinke Advertising Agency, Sorts and hotels. 
Memphis, as an account executive. The program will feature sports, 
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entertainment and athletic dem- 
onstrations as well as commercia] 
displays. A “Cavalcade of Cham- 
pions,” daily contests, awards and 
exhibitions of skill will be pro. 
moted to draw spectators from a]| 
sections of the nation. Nationa), 
civic and business leaders, trade 
associations, sportsmen’s clubs and 
industrial groups will cooperate 
with the sponsors. 


Names Radio Director 


Cy Newman, formerly genera! 
‘manager of Station WJBW, New 
| Orleans, has been named radio di- 
‘rector of Meneough, Martin & Sey- 
mour, Des Moines advertising 
| agency. 


‘Names Robertson V.P. 


Walter C. Robertson, with Gar 
|'Wood Industries, Inc., Wayne, 
|Mich., for 21 years, has been 
named vice-president in charge 
‘of the company’s exports. 
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Berggren Transferred | 

Richard Berggren has. been) 
transferred from the San Fran- 
cisco Office to the Los Angeles of- 
fice of Smith, Bull & McCreery as 
account executive on the Louis | 
Milani foods account. Walter Con- 
way, formerly with Leon Livings- 
ton Advertising Agency, San Fran- | 
cisco, has joined the San Francisco 
copy staff. 


Handles Tecate Sales 


Balfour, Guthrie & Co. Ltd. of-| 
fices in San Francisco, Los An-| 
geles, Portland, Seattle and Dallas, 
through distributors in those terri- | 
tories, will handle imports and | 
sales of Tecate beer to retailers. 
Distribution formerly was handled | 
through Tecate Importers, Inc. 


Autry Buys KOOL 


Gene Autry, cowboy 
star, has purchased Station KOOL, 
Phoenix, for almost a_ quarter of 
a million doflars. 


| (all 


Vodvil Revived 


to Introduce 


New Wrapper 


Kansas City—Getting the presi- 
i\dent of the corporation to use 
showmanship in introducing a 


/new package is every advertising 
manager’s dream. 


And that dream came true for 


| Vee M. Bear, director of advertis- 


ing for Interstate Bakeries Cor- 


3,500 miles, putting on demonstra- 
tions of magic. 

Mr. Nafziger, a member of the 
/International Brotherhood of| 


Magicians, took a troupe of five | 
Interstate Bakeries execu-| 


and a hard-hitting introduction of | Butter-nut 


loaves in the new 


a new Butter-nut bread wrapper. | blue- and-white checkered ging- 


More than 800 bakery managers, 
sales managers, salesmen and 
other bakery personnel were en- 
tertained by Mr. Nafziger. First 
stunt was the surprisingly effec- 
tive “multiplying dollar bill” trick 


_—which tied in neatly with the 


sales promotion theme. Fancy 
knot tying, rope-cutting tricks, 
and making milk disappear from 
a closed bottle followed at a rapid 


| fire pace. 
poration, when Roy Nafziger, com- 
pany president, recently completed | 

15-day barnstorming tour of | 


Impressive Showmanship 


Most impressive showmanship 
in each presentation was the stunt 
in which a loaf of Butter-nut bread 
was made to disappear while be- 
ing displayed in a beautiful cage 
bound with gold and platinum 
wire. Both the loaf and cage van- 


through 12 one-night stands which 
combined the art of legerdemain 


hind Mr. Nafziger parted to show 
a floodlighted mass display of 


ham wrappers. 
A simple ad drive created by 


Vee M. Bear and handled through | 


R. J. Potts-Calkins & Holden (In- 
terstate’s midwestern agency) fol- 
lowed through on the new wrap- 
per theme. Newspapers, trade 
publications, radio, 24-sheet post- 
ers, car cards and point-of-sale 
material all were used to push 
the new package. 

Dan B. Miner Company, Los 
Angeles, handles West Coast ad- 
vertising for Interstate Bakeries. 


Names Gannett A.M. 


John Draper Gannett has been 
appointed advertising manager of 
Draper Corporation, Hopedale, 
Mass., succeeding the late S. 
Walter Batty. Mr. Gannett rep- 
resents the fifth generation of 
Drapers connected with the busi- 
ness since its founding in 1816. 


Ace Firreen wears rose colored glasses.. 
great expectations, and the time, energy and 
ambition to realize many of them...has bigger 


and better wants, and doesn’t like waiting... 


is a prospect of high 


Acs Fiery is on the preferred credit list...but 
his lenses are blue gray, his view back instead 
of forward, his appetites allotted, his wants 


withered, his prejudices protected, his 


Rose colored...for customers! 


-has 


potential. 


resistances reinforced. 


Desires, not bank deposits, make customers. 


Ix a country where the average age is 


steadily advancing 


market becomes increasingly important.. 


_ the cultivation of the young 


educators and psychologists.. 


leading national advertisers... 


3 


..cream of the classification, with 8 million 
monthly ABC...with better content, certain 
interest, highest readership per copy...quality 
sustained by the supervision of a council of 


Identifiable 


S\ by the Superman-DC symbol on the 


any appropriation. 


covers. National Comics add a lot to 


any national advertising effort, add little to 


National Comics Group is used by many 


And if you'd like 


to know how, when and to what effect, 


.the 


medium value of the comics magazines ditto! 


Consider: In the fourteen million families 


with children aged eight to twenty, the comics 


magazines reach 90% 


...plus 40% of the adults! 


Consider: The comics magazines cost 


about one-fourth as 


much as general magazines. 


And then consider National Comics Group 


just let us know! 
gw THe Nationat Comics Group, Richard A. Feldon 
& Co., Inc.; National Advertising Representatives 
..205 East 42nd Street, New York 17, N. Y. 


Sterling Drug to Use 
Susie Cues Column 


Sterling Drug, Inc., New York, 
has purchased participation in 
Susie Cues, syndicated teen-age 
shopping column by Susan Lee & 
Associates, Philadelphia. Starting 
the first of the year, the drug com- 
pany will use 60 newspapers in 
the East, North, Central and West- 
ern groups of the service for 26 
weeks, on behalf of an unan- 
nounced product. Lorenzen & 
Thompson is sales representative 
for the column. 


To Boone, Sugg & Tevis 

Remar Baking Company, Em- 
eryville, Cal., baker of Remar 
bread, has switched its account 
from Garfield & Guild, San Fran- 
cisco, to Boone, Sugg & Tevis, San 
Francisco. 


X-Ray Account to Ayer 


General Electric X-Ray Cor- 
poration, Chicago, has appointed 
N. W. Ayer & Son, Philadelphia, 
to handle its advertising, which 
for many years has been placed 
direct. 


Here's why 
The Wall Street Journal 
should head your list! 


@ It delivers more decision makers 
per advertising dollar than any 
other publication. 


125,776 of its readers (61% 
of total readership) are the 
core of management—Own- 
ers, Partners, Presidents, De- 
partment Heads, Purchasing 
Agents and Corporation Of- 
ficers. They control the 
purchasing, marketing and 
expansion policies of their 
companies. 


@ It's “must” reading for man- 
agement executives. 


So essential is The Wall 
Street Journal’s daily busi- 
ness news, circulation has 
tripled since 1942! Reader 
traffic averages 75.6% per 
page. Your ads in these vital 
columns are read also. Ask 
to see the Starch Survey and 
compare! You get continuity 
of impact, too, because of 
The Wall Street Journal’s 
unusually high renewal rate 
—almost 80%. 


@ It reaches your prospects every- 

where—at the time they buy. 
Wherever the wheels of in- 
dustry turn you find The 
Wall Street Journal. Its cir- 
culation almost exactly par- 
allels industrial employment, 
state by state. And it’s read 
on the job—at the place and 
time buying decisions are 
made. 


A modest budget does it 


You don’t need an advertis- 
ing budget ending with five 
ciphers to get effective ad- 
vertising continuity in The 
Wall Street Journal. A mod- 
est appropriation buys the 
impact and penetration so 
essential to successful sell- 
ing. More reason why The 
Wall Street Journal should 
head your list! 
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FREE SAMPLE 


POINT-OF-SALE CAR CARD HOLDER 


Craftsmen Organize 

The Oklahoma City Club of| 
Printing House Craftsmen has) 
been organized in Oklahoma City, 
with Doyle D. Johnson, Western | 
Bank & Office Supply Company, 
as president. Other officers are 
Francis C. Rardin, Bond Litho- 


.|graphing & Printing Company, | 


vice-president; Ted Brown, West- 
ern Bindery, secretary, and Frank | 


Genuine photographs manufac- 
tured in quantity at little | 
704, more than letter-press in| 


particulars from 


Cx 
% 


os "Puong MATIC Co 


421 So. Wabash Ave. Fine Arts Bldg. CHICAGO 5, ILL 
Phone HARrison 2770 i 


any size... get full | 


| LePage, Semco Color Press, treas- 
/urer. The new club has received a 
'charter from the International As- 
| Sociation of Printing House Crafts- 
men. 


Birch Joins Baer 


Thomas H. Birch, in agency and 
public relations work in Cincin- 
|nati for more than a decade, has 


| been appointed an account execu- | 


tive with S. C. Baer Advertising 
|/ Agency, Cincinnati. 


— Seemann & Peters 


| The Marvel-Schebler carbure- 


\tor division of Borg-Warner Cor-_| 
has ap-| 
Pointed Seemann & Peters, Sagi-| 


|poration, Flint, Mich., 
/naw, Mich., 


tising. 


to handle its "adver- | 


‘Sponsors Video Show 


| Barbeys, Inc., Reading, 
| brewer, has signed as sponsor of 
la sports television show over Sta- 
|tion WPTZ, Philadelphia, which 
started Dec. 5. Live actors and sport 
films are being used. Gray & Rog- 
|ers, Philadelphia, is the agency. 


Pa., | 


Actors and Writers 

Top Lord Calvert 

‘Distinction’ List 
Press Agents Still 


Shower Compan 
With Candidates 


By MAURINE BROOKS 


New YorK—Motion picture ac- 
|tors, writers, publishers and illus- 
_trators have a better than average 
chance of being a Lord Calvert 
“Man of Distinction,’ but not so 
business tycoons and sports per- 
sonalities. 

Since Calvert Distillers Cor- 
poration started using name 
people in this publicity-wise cam- 
paign two years ago, four film 
stars, two writers, two illustrators 


New Orleans Is a High-Spot City 


—The South's 


Greatest Market 


ADVERTISING DOLLARS BUY MORE 
IN THE New NEW ORLEANS 


NEW ORLEANS is fifth in the nation 
in retail gains, September, 1947, over 
September, 1939* 


UNEXCELLED 
OPPORTUNITY 


Circulation 


tory! 


Returns reported by adver- 
tisers from The Times-Pica- 
yune New Orleans States 
are at an all-time high! 


A big economy results from 
the combination purchase 
of the morning Times-Pica- 
the 


and 


yune 
States. 


foc? 


AN ANetwork 


Member 


OVER A 


dominance in 
the market greatest in his- 


evening 


by a wide margin*** 


*** Dun’s Statistical Review 


QUARTER MM 


Che Cimes-Pirapume 
New QOrtieans States SS 


ILLION 


JANN & KELLEY Inc 


CIRCULATION 


NEW ORLEANS is the fastest-growing 
port in the nation in tonnage handled** 


NEW ORLEANS is holding wartime 
gains in both retail and wholesale 


trade ... ahead of the national aver- 


*Sales Management Magazine Monthly Index 


**Department of Commerce Figures 


Representatives: 


Advertising Age, December 8, 1547 


‘and two publishers have posed 
‘holding a glass of Lord Calvert 
‘for Valentino Sarra. 

| Only one industrialist, who was 
chosen as much for his status as a 
|dog fancier as for being a pape; 
executive, has broken into the 
jranks of the select group. Craig 
| Wood, golf champion, is the lone 
sports figure to receive the desig- 
ination. This has been due largely 
to Calvert’s respect for the tradi- 
‘tion which associates athletic 
/prowess with self-denial. 

No Longer Funny 

Today the “Man of Distinction,” 
an accepted advertising institu- 
tion, is so well established that he 
no longer is considered fit ma- 
terial for radio and _ nightclub 
comedians. 

However, he still is a favorite 
target of press agents, who insist 
that their clients, be they novel- 
ists, dancers, singers or magicians, 
represent the acme of “distinc- 
tion.” 

Nominees from publicity firms 
and interested people who want to 
see their friends pictured furnish 
the company with a seemingly in- 
'exhaustible supply of candidates 
from which to make the monthly 
|selection. The choice is up to a 
jury of five representatives of the 
‘advertiser and its agency for the 
‘product, Geyer, Newell & Ganger. 


| Charities Benefit 


Selected candidates must meet 
two requirements: they must be 
|distinguished in their field; they 
| must look it. 

_ For their services in posing for 
|Lord Calvert, the “Men of Dis- 
tinction” are rewarded with a 
'$300 contribution to their favorite 
|charity with the compliments of 
|the distiller. This plus a case of 
the company’s best blended 
whisky (Lord Calvert, that is). 

| In addition, of course, they can 
| see their pictures in an arm long 
list of magazines ranging in circu- 
|lation from Life to Gourmet. 

| First “Man of Distinction” to be 
|identified by name was John 
Cromwell, motion picture direc- 
‘tor, whose photograph appeared in 
| May, 1945. -Since that time Lord 
| Calvert has pictured one architect, 
|pianist, concert singer, rancher, 
|airline president, theatrical pro- 
|ducer, photographer, impresario, 
/journalist, correspondent, orchid- 
/ologist, symphonic conductor, ex- 
/plorer and another film director. 


To Feature Chilean Pianist 


| By and large the volunteer 
;models are strictly American, but 
| Chilean pianist Claudio Arrau will 
/make the list at a future date, as 
|did Britisher Sir Hubert Wilkins, 
|\famed explorer. James Warner 
|Bellah, author of “Irregular Gen- 
tleman,” is the January selection 
| Calvert by next July will have 
spent approximately $2,500,000 i: 
magazines alone on this campaign, 
the idea for which is credited to 
|the firm’s president, W. W. Waci- 
| tel, who looks like a ‘Man of D's- 
| tinction” himself. 


Sets Up L. A. Office 


| Dell Publishing Company, Nw 


/York, has established a West 
|Coast advertising sales office at 
| 1046 N. Carol Dr., Los Angeles. 


with Robert C. Whaley, forme:!) 
with the company’s New York 
sales department, in charge. 
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Working on big printing presses in Chicago has been my job for 20 


years. I help print the millions of books, magazines and catalogs that 
Chicago publishers and mail order houses send every year to readers 
all over the world. In my lifetime I’ve seen my home town—Chicago 
—take the lead in printing. The concentration of skilled labor and 
equipment in the graphic arts industries of this region is today un- 
equalled anywhere in the world. 

“Printing is my business, and I’m glad I live and work in Chicago 
where opportunities in my line, and many others, are greatest.” 


a 


This pressman* is one of 65,000 skilled craftsmen who work in 
Chicago’s tremendous printing industry. The graphic arts group 
in this area is the most mechanically complete and widely diversi- 
fied in the United States. It ranks first in number of employes, 
wages paid, number of establishments, and is highest in economic 
value. Located here are the three largest commercial printing 
plants in the world, as well as hundreds of smaller printing 
specialists with fine skills and equipment to meet every conceivable 
requirement as to artistry, economy, and flexibility of processes. 

Everything from mail order catalogs to technical books is run 


off in the 3,100 printing plants in this region. Annually they pro- 
duce a greater volume than any comparable area in the world. 
And today, to meet the ever-increasing needs of industries here, 
Chicago and Northern Illinois is rapidly expanding in every field 
of commercial printing. 

The postal zoning laws for second-class mailings passed in 1918 
made Chicago and Northern Illinois the most economical and 
strategic location for the printing of national publications. Within 
a radius of 500 miles are more than a third of the nation’s readers 
and buyers and 39 per cent of the nation’s manufacturing con- 
cerns. Magazines and catalogs, as well as products from manu- 
facturers in this area, reach their destinations quickly and on time 
because of the unexcelled shipping facilities of Chicago and Nor- 
thern Illinois . . . the greatest transportation center in the world. 

To industries seeking locations, skilled workers and strategic 
location are only two of the many advantages offered by the 
Chicago and Northern Illinois territory. As an aid to those con- 
sidering relocation, our Territorial Information Department will 
supply factual data concerning this area and pertinent to your 
business. This department will supply studies in as great detail as 
is required, confidentially and without charge. 

*Name on request. 


Industries in this area have these outstanding advantages: Railroad Center of the United States * World Airport « Inland Water- 
ways © Geographical Center of U. S. Population « Great Financial Center ¢ TheGreat Central Market” ¢ Food Producing and Process- 
ing Center ¢ Leader in Iron and Steel Manufacturing « Good Labor Relations Record ¢ Tremendous Coal Reserves * Good Government 
' Good Living * Good Services for Tax Dollars « Send for free booklets containing useful information on these advantages. 


COMMONWEALTH EDISON COMPANY * 
WESTERN UNITED GAS AND ELECTRIC COMPANY 


For more information, communicate with the 


TERRITORIAL INFORMATION DEPARTMENT 


Marquette Building—140 South Dearborn Street, Chicago 3, Illinois—Phone RANdolph 1617 


PUBLIC SERVICE COMPANY OF NORTHERN 
” ILLINOIS NORTHERN UTILITIES COMPANY 


ILLINOIS 
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SPORT MAGAZ/NE 
ALREADY ROLLED UP 
NEARLY J MILL/ON 


* 


*Sport guarantees 500,000 with March 1948 
issue! Old advertisers and new contracts 
placed before Dec. 20, 1947 will enjoy 

prevailing rates through May 1948 issue. 


DIDJA HEAR? “) 


ing Association, winter marketing 
|conference, Downtown Campus, De 
|Paul University, Chicago. 

Jan. 11-13. Advertising Associ- 
‘ation of the West, midwinter con- 
ference, Hotel Del Coronado, San 
| Diego, Call. 
| Jan. 11-14. Newspaper Adver- 
tising Executives Association, an- 
nual meeting, Edgewater Beach 
Hotel, Chicago. 

April 5-7. National Newspaper 
Promotion Association, annual 
convention, Hotel Carter, Cleve- 
land. 

April 20-22. American News- 
paper Publishers Association, an- 
nual convention, New York. 

May 17. National Association of 
Broadcasters, annual convention, 
Biltmore Hotel, Los Angeles. 

June 13-16. Advertising Fed- 
eration of America, annual con- 


| 
| Dec. 29-30. American Market- 
| 


vention, Hotel Netherland Plaza, 
Cincinnati. 

June 13-16. National Industrial 
Advertisers Association, annual 
convention, Lord Baltimore Hotel, 
Baltimore. 

June 23-26. Newspaper Adver- 
tising Executives Association, sum- 
mer conference, Chateau Fron- 
tenac, Quebec, Canada. 

Sept. 29-Oct. 1. Direct Mail 
Advertising Association, annual 
convention, Bellevue - Stratford 
Hotel, Philadelphia. 


Drops Editorials 


Paper shortage has caused the 
Press Democrat, Santa Rosa, Cal., 
to drop the editorial page in its 
daily editions for the first time in 
89 years. The Sunday editions 
will continue to carry editorials. 
Advertising also has been ra- 
tioned. 


Named Sales Chief 


Warren Burgess, formerly sales 
manager of the Reilly Plastictype 
division, has been named sales 
manager of District Photo-En- 
graving Company, Los Angeles. 


Advertising Age, December 8, 1547 


Video Programs 
Launched by New 
‘Journal’ Station 


MILWAUKEE — Commercial tele- 
vision—20 hours of it a week 
start—was introduced to Milwau- 
kee set owners last week over ihe 
Milwaukee Journal’s station, 
WTMJ-TV. The station will be 
on the air five days weekly, 
Wednesday through Sunday. 

Network and station executives 
on hand for the inaugural cere- 
monies Dec. 3 included David 
Sarnoff, board chairman, National 
Broadcasting Company; Niles 
Trammell, NBC president, and 
Walter J. Damm, vice-president 
and general manager of radio for 
the Journal Company. 

First-night sponsors included 
the Ed. Schuster department 
stores, A. Gettelman Brewery, 
RCA dealers, Gimbel Bros. de- 
partment store, Wadhams division 
of Socony-Vacuum Oil Company 
and the Boston Store. Journal 
employes filled the auditorium of 
Milwaukee’s Radio City to view 
the programs. 

The Journal Company started 
its television research and experi- 
mental work in 1930 and the next 
year received a license for W9XD, 
its first video experimental sta- 
tion. It was granted a permit for 
a commercial television station in 
1941, but the war brought opera- 
tions to a_ standstill. However, 
provisions were made for televi- 
sion when Radio City was con- 
structed in 1942, and a 300-foot 
tower was built. 


\ LO 


Conde Nast Elects 
Soule, Bogin V.P.s 


Frank F. Soule, business and ad- 
vertising manager of Conde Nast 
Publications, New York, and Ben- 
jamin Bogin, comptroller, have 
been appointed vice-presidents o! 
the company. In addition, Mr. 
Soule becomes advertising directo: 
and Mr. Bogin, comptroller and 
executive manager of Conde Nast 
properties in Greenwich, Conn. 

Francis L. Wurzburg, vice-presi- 
dent and general manager of Con- 
de Nast for the past 25 years, has 
resigned from active duty but will 
remain a director of the corpora- 
tion. He has been elected to the 
post of vice-chairman of the board. 
His duties as general manager will 
be assumed by I. S. V. Patcevitch, 
president. Elizabeth Penrose, ed- 
itor of Glamour, and Joseph Chan- 
ko, general manager of Conde 
Nast Press, were added to the 
board of directors. 


Appoints Maslen 


Fred G. Maslen, formerly vice- 
president of Walter B. Snow & 
| Staff, has been appointed account 
executive of Dupont & Cahalin, 
,Inc., Springfield, Mass. 


_Zellerbach Moves 


The Los Angeles division of 
Zellerbach Paper Company !:as 
| moved all its operations to its new 
building at 4000 E. Union Pacific 
| Ave. 
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\ LOS ANGELES 


"MES 


CIRCULATION—ABC Audit Report for Twelve Months 
Ending March 31, 1947: Daily, 400,811; Sunday 747,852. 


a 


METROPOLITAN Los Angeles em- 
braces 16 distinct trading areas which, 
taken together, make up the third most 
populated and third most active market 
in America. 


40% of the folks living in Los Angeles 
own their own homes. And since 1940 
there has been an estimated 16.5% in- 
crease in occupied dwellings. 


Keeping pace with the amazing jump 
in population and new home owners, the 
circulation of the Los Angeles Times 
has risen 80% since 1941. 


Surest way to sell your product or serv- 
ice in America’s Third Largest Market 
is through The Times... now delivered 
to more homes than any newspaper on 
the West Coast. 


NOTE: Due to the newsprint shortages and our primary obligation to supply a 
complete summary of news to our readers—we continue to ration advertising space. 


ANGELES 


= 


Represented by Williams, Lawrence & Cresm: 
New York, Chicago, Detroit and San Francis¢ 
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Anti-Inflation Program? 
Congress Can’t Agree Yet 

WasHINGcTon—Congress still has 
no anti-inflation program, and 
may have none when the special 
session ends. Members find it 
hard to take stands. The majority, 
instinctively against controls, can- 
not discount daily reports of 
mounting prices, official warnings 
of higher prices to come. 

In any event, discussion now 
speeds action early next year on 
whatever survives of the Presi- 
dent’s control program. Most 
members are ready to extend ex- 
port controls; many will support 
rent and consumer credit curbs. 
Extremes, such as consumer ra- 
tioning, are getting remarkably 
dispassionate consideration. 

Backing up the Presidential 
appeal for controls, Commerce 
Secretary Harriman claims allo- 
cations, priorities and consumer 
regulations can be confined to 
“strategic” cost of living items if 
Congress acts fast; more drastic 
steps may be needed if spiraling 
is permitted to continue. 

Harriman still favors voluntary 
price restraints, but agrees on 
compulsory rules for steel and 
meat: steel because it is causing 
distortions throughout the econ- 
omy, meat because it is a big 
item in wage earners’ budgets. 
Harriman’s charts say clothing ac- 
counts for only 15% of cost of liv- 
ing increases since 1939; rent 3%; 
household furnishings 5%, utili- 
ties 3%. Food, a third of the aver- 
age family budget, accounts for 
61% of the post-1939 cost of living 
increase. 

* * * 

The Senate banking committee 
was reported determined last week 
to tighten up on liberal lending 
policies of FHA. Since the special 
session convened, Congress has 
been beseiged by building inter- 
ests begging another billion of 
easy credit under Title VI, a spe- 
cial provision enabling FHA to re- 
lax ordinary loan requirements. 
Senators want FHA to be more 
miserly in appraising loans. Con- 
gressional investigators say some 


By STANLEY E. COHEN, Washington Editor. 


builders are obtaining mortgages 
under Title VI for more than it 
costs to construct their houses. 

* * * 

Leaders of the rubber industry 
went before the House military 
affairs committee to discuss the 
future of the half billion dollar 
wartime rubber plants. All agreed 
that plants must be operated in 
the interest of national security; 
most favored sale or lease to pri- 
vate operators. One witness, J. P. 
Seiberling, president of Seiberling 
Rubber Company, said govern- 
ment should first build a stockpile 
as a safeguard against price boosts. 
Seiberling also contended that 
plants should not be sold to pri- 
vate companies as long as the gov- 
ernment requires use of synthetic 
in tires. > 

* co 

The drive for broader social se- 
curity coverage, bogged down in 
Congress, was stirring at the ad- 
ministrative level. Federal Re- 
serve Bulletin for Nov. 27 carries 
a proposed Treasury ruling re- 
stating “employer-employe” re- 
lationship—the key standard de- 
termining who is subject to the 
act. “Degree of control” and “per- 
manency of relation” are among 
considerations in Treasury’s pro- 
posal, subject to discussion for 30 
days. 

Incidentally, Treasury tax ex- 
perts finished a report last week 
showing Congress three easy ways 
of collecting social security taxes 
from agricultural workers, do- 
mestic workers and small business 
men (self employed), currently 
exempt because of administrative 
difficulties. Treasury says that 
under any of its three plans—in- 
cluding a “stamp book” method— 
it would be possible to extend 
social security to 2,900,000 domes- 
tic workers, 3,500,000 agricultural 
workers and 11,000,000 self em- 
ployed. 

* * * 


Broadening of the Wage-Hour 
Act by administrative changes was 
also under consideration during 
the week. Manufacturing and 
transportation industries were the 


“you don’t know i 
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first to testify on a set of pro- 
posals which would bring more 
white collar workers and execu- 
tives under wages and hours pro- 
visions. Distributive industries, 
communications and office work- 
ers will appear early in January 
and publications will be heard 
Jan. 13 on the rules, which, among 
other things, revise upward the 
present $30 weekly minimum for 
an “executive.” 
* * * 

Treasury also came up with a 
study to reduce tax burdens of 
persons receiving pensions and 
annuities. Treasury finds 2,500,000 
Americans currently receiving 
this type income, but expects that 
the number will increase substan- 
tially in the future as social se- 
curity and other retirement plans 
become effective, and the propor- 
tion in the population over 65 in- 
creases. 

* * * 

FCC reported that 17 television 
stations are now on the air, pro- 
viding service for 10 different 
cities. In addition there are 54 


television permits outstanding, 
and 43 applications pending. Ex- 
isting television stations and ap- 
plications promise service for 54 
cities in 29 states. 

* * * 

Census Bureau reported last 
week that one in 10 Americans is 
a veteran of World War II. It 
discovered that there has been a 
sharp migration of veterans from 
the South to other parts of the 
country, particularly the north- 
eastern states. New York’s popu- 
lation of veterans exceeds by 103,- 
000 the number it sent to war; 
California has 79,000 more than 
it sent, Illinois 66,000. Arkansas 
has 43,000 fewer veterans than it 
sent—nearly one-fourth of its 
military manpower; Missouri’s 
out-migration totals 30,000; Ken- 
tucky, Alabama and Mississippi 
all lost 23,000 to 27,000. 


Gets Paint Account 


Central Paint & Varnish Works, 
Brooklyn, has placed its advertis- 
ing with Gerald Lesser, Inc., New 


York. 
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Husing Writes Column 


C. L. Miller Company, } 
York, has been appointed ad 
tising agency for Tune-In "jp, 
Company, a group which is se] > 
a syndicated newspaper colu »; 
written by Ted Husing. Space ‘; 
being offered to radio advertis -;; 
to promote their programs. 


Appoints Emmet 

Herman Emmet Jr., formerly oy 
the staff of Periodical House, New 
York, has been appointed adver. 
tising manager of Countrybook, 
New York, specialty farming 
magazine. 


Moves Sales Division 


The industrial sales division of- 
fice of the Timken Roller Bearing 
Company has been moved from 
Toronto to the firm’s new plant in 
St. Thomas, Ont. 


Elects Hollyday V.P. 


Hughlett Hollyday, of the Los 
Angeles office of Simpson-Reilly, 
publishers’ representative, has 
been elected vice-president. 
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98% to 179% 


CIRCULATION COVERAGE 
in any size city or town. 


To i8 million families living in Metropolitan 
i Markets—242 counties under the influence of 
cities over $0,000 population, ; 
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asked for it. 


138% z« 180% 


CIRCULATION COVERAGE 


@ Two of America’s leading advertising agency marketi 


in all places over 
1,000 population. 


To 6-7/100 million families living in places 
over 1,000 population, beyond the influence of 
Metropolitan Markets, “ 


. 


GRI. T is the only national publication concentrating its more than 600,000 circulation 
in that undercovered market. GRIT is a must on any basic list. If you are appealing ‘0 
mass markets for soaps, cigarettes, packaged foods, you can’t afford to pass up tis 
12% of your national, non-farm market—the True Small Town Market. 
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e Department of Commerce officials approved the method. 


e American Marketing Association meetings in New York, C: ¢4é! 
and Philadelphia acclaimed it as a great contribution 0 " 
advertising-marketing problem. 


e A GRIT Representative will see that you get a copy {' " 
asking. It’s a story which fits into your selling-plans now! 
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(Ladies’ H. J., Woman’s H.C., McCall’s, 
Good Hskpg., True Story, Life, Sateve- 
post, Collier’s, Time, Liberty, Amer. 
Wkly., and This Week) 
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CIRCULATION COVERAGE in True Small Towns 
under 1,000 population, where 1 out of 8 of your 
prospects lives. 
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Plan Holiday Drive 


New YorkK—Emerson Radio & 
Phonograph Corporation’s Christ- 
mas “gift” to its distributors and 
dealers will be a national adver- 
tising campaign which gives them 
a free hand in spending some com- 
pany money on advertising. 
Every distributor will, of course, 
have to live within the budget set 
for him by the company, but the 
intensity of the campaign will be 
greatly dependent on what he 
feels should be done in the way 
of newspaper promotion in his 
area. 

Schedules will be approved by 
Emerson and advertising placed 
through its agency, Grady & Wag- 
ner. 

At its height, the campaign 
should hit some 200 dailies, cover- 
ing all major markets throughout 
the nation. Theme will be built 
around Emerson radios and pho- 
nographs as the “ideal gift” since 
there is ‘a model for every pur- 
pose and every purse.” 


Also Uses Magazines 


A variety of models ranging 
from a $19.95 table receiver to 
more expensive consoles will be 
featured. 

The newspaper campaign will 
be reinforced by Emerson’s con- 
current schedule in The American 


in major New York dailies dur- 
ing December. 

Meanwhile, Emerson is keeping 
its new low-priced FM set com- 
pletely under wraps. It report- 
edly will be ready for the market 
some time after the first of the 
year. 


Maytag Uses Dailies 
in Pacific Northwest 


Maytag Company, Newton, Ia., 
launched a regional campaign Nov. 
30 with 1,000-line copy appearing 
in Portland, Ore.; Seattle, Tacoma 
and Spokane, Wash.; Boise, Ida., 
and Salt Lake City, Utah, for May- 
tag washers, ironers, ranges and 
freezers. 

The campaign supplements the 
national advertising, handled by 


the Chicago office of McCann- | 
The regional drive is | 


Erickson. 
handled by the Portland, Ore., of- 
fice of McCann. 


Celanese Reorganizes 


Celanese Corporation of Amer- 
ica, New York, has integrated op- 
eration of all activities formerly 
conducted by its various manufac- 


turing and sales subsidiaries. The | 


subsidiaries affected are: Cela- 


nese Company, Inc.; 


Chemical Corporation; Celanese 
Export Corporation; Tubize, Inc.; 
Staunton Textile Corporation and 


' Bridgewater Textile Corporation. 


Celanese . 
Plastics Corporation; Celanese | 
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Ladies, Relax! 
Lehigh’s Answer 
to Hose Problems 


Cuicaco—The ladies, bless ’em 
all, no longer will have to “suffer 
the slings and arrows of out- 
rageous fortune” because they find 
runs in their stockings just before 
an important evening date, and 
after the stores are closed. 

The problem, it appears, is to 
be solved on a national scale by 
Lehigh Foundries, Inc., Easton, 
Pa. The foundry manufactures 
vending machines, and it has 
turned its best creative talent to 
the production of a nylon stock- 
ing vendor. 

The device has 10 columns, car- 
ries sizes from 8% to 10% and 
asks four quarters for each pur- 
chase. Forty-five gauge, 30 denier 
hose in five sizes and two shades 
are offered. 

Official unveiling of the vendors 
will take place at the National 


|Automatic Merchandising Asso- 
\ciation’s 1947 convention and ex- 
| hibit Dec. 14-17 at the Palmer 
|House here. Already, however, 
|tests made in New York indicate 
'favorable acceptance of the de- 
| vice. 

Unexpected result of the New 
York test was the discovery that 
size 8% outsold sizes 9% and 10, 
long the biggest sellers in the 
feminine hosiery field. 

Similar tests are scheduled for 
Walgreen drug stores in the Chi- 
cago area, the Food Fair in Phila- 
delphia, and Safeway stores in 
Los Angeles, as well as a more 
extensive promotion through 
Whelan stores in New York City. 
Complete plans for the test are 
expected to be announced by Neill 
Mitchell, Lehigh sales manager, 
at the merchandising association’s 
meeting here. next week. 


Robinson Moves Office 
Robinson Associates, Inc., New 

York, public relations, has moved 

its office from 25 Vanderbilt Ave. 


to 205 E. 43rd St., New York. 


Wine Industry Provides | 
Jobs for 10,000, Ads Say 


Under the headline, 10,000) 
Bread Winners! How Washington | 
Wines Make Jobs for Washington | 
Labor,” the Washington Wine 
Council has placed copy in labor 
papers to stress the importance of 
the industry in making jobs. The 
copy declares that “more than 10,- 
000 Washington bread winners 
earn their livelihood in whole or 
in part in the wine business,” and 
that these workers are “100% 
union.” 

At the same time the council is 
placing copy in grocery and tav- 
ern publications to promote the 
use of wines for the holiday sea- 
son. A booklet has been prepared 
to help tavern operators and bar- 
tenders merchandise hot wines. 
Ray Felton, Seattle, handles the 
advertising. 


Milburn Joins Brown 

Russell H. Milburn, formerly 
with William Hart Adler, Inc., 
Chicago, has joined C. Franklin 
Brown & Co., Chicago, as art di- 
rector. 
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In 1948, Borden Company may 
move out with Starlac, a powdered 
skim milk, which the company 
promotes for use in cooking and 
drinking (Borden says it has the 
minerals, proteins and B vitamins 
of whole milk). It will make milk 
for about six cents a quart. 

Starlac originally went on the 
market in 1942, and the war de- 
layed its growth; since the war, 
packaging machinery shortages 
have confined its sale to the New 
York metropolitan district and 
the Southwest. If packaging opens 
up, the company plans to spread. 

* * * 


The reports you may have heard 
about McGraw-Hill’s Nucleonics 
taking advertising are unfounded, 
at least for now. The pocket-size 
monthly started in September, 
now has a circulation of about 
4,560, and has applied to ABC. Its 


. 


HOW TO GET THE RIGHT 


INDOOR DISPLAY MATERIAL 


| kk starts with the CONCEPt. What every- 


body wants is a display that charms and sells. It is obviously not simply 


a matter of so many colors, but a combination of idea and color to get 


attention and do a selling job. That means it must sell the dealer and 


distributor who are going to use the material, as well as the consumer. S2xe 


is of the utmost. importance and stxe may move in two directions. The 


point is, the sixe must be right to secure dealer cooperation. 


McCandlish Division of Indoor Displays has 
an unusual service to offer the advertiser. Given 
the barest idea of your objectives, McCandlish 
is prepared to give you resu/ts that are practical 


and effective. McCandlish goes into the matter 


thoroughly and understandingly. For example: 


An advertiser or his agency might say — ‘We 


need a display for such and such a product; this 


is the way our current advertising attacks the 


problem. We want 
in the final licks at 


our display material to put 
the point of sale.”’ 


In a situation like this McCandlish makes 
available to the customer the work of the finest 


artists; or, if color photography is indicated, 


the finest color photographers in the U.S.... 


and carries the creative work through from 


start to finish. 


Or, if the advertiser, or his agency, has the art 


ready for reproduction, we are equally ready to 
proceed with all the steps of finished production. 


In either case, the advertiser, or the agency 
who buys from the McCandlish Division of In- 
door Displays is certain to get two definite 
advantages: (1) The finest possible reproduc- 
tion of the art; (2) The skill of an outstandingly 


able creative department in 


the realm of display 


construction. We emphasize these two points 
and any McCandlish representative will be 
happy to demonstrate them to you. Write us. 


McCCANDLISH LITHOGRAPH CORPORATION 


LITHOGRAPHERS OF POSTERS @& ADVERTISING DISPLAYS 
ROBERTS AVENUE @& STOKLEY STREET - PHILADELPHIA 


|subscription rates are $15 year), 


in the U. S., $25 abroad, $10 f, 
domestic students. But Vucleoni: 
has been receiving inquiries abovt 
ad space. 

Bo * * 


McGraw-Hill’s Farm Week pub- 
lished a test issue early in No 
vember, but its appearance won't 
be definite until some time aftir 
the first of 1948. 

* * bo 

Ford Motor Company, which 
hasn’t gone into customer research 
in past years, will make the plunge 
in a big way. The company plans 
to ask thousands of auto owners 
to “design your own car,” through 
a four-color illustrated question- 
naire developed by Ford’s mar- 
keting research department. 

The questionnaire gives a choice 
of automobile size, body style, en- 
gine, interior decoration, chrome 
trim accessories and extras—al] 
with price tags. Car owners will 
be asked to indicate the features 
they want in their new models, 
tally the approximate cost, and 
return the finished questionnaires 
to Ford. 


* * * 


Nash is getting an unprecedented 
return out of its biggest outdoor 
show of the year, N. F. Lawler, 
advertising manager of the Nash- 
Kelvinator division, reveals. Nash 
is making outdoor posters “a pri- 
mary effort, rather than supple- 
mentary.” And, incidentally, it 
would like to see research on the 
medium conducted on a par with 
the readership studies of maga- 
zines and newspapers. 


* * * 


Midget Aire Corporation, Hart- 
ford, Conn., has started production 
on an improved model of the 
Midget Aire electric refrigerator, 


market—and work is progressing 
on a still smaller unit. The pres- 
ent one, useful for small apart- 
ments and as a pharmaceutical 
refrigerator for hospitals and doc- 
tors’ offices, weighs only 54 pounds 
and has an interior capacity of 
two cubic feet. It will operate 
on everything from a_ 110-volt 
power line down to a 12-volt bat- 
tery in a trailer or boat. 


slice it any 


way you like 


Market-check your plan befce 
you release it nationally in © ‘¢ 
or more of the eleven test cit’ ’s 
of the Burgoyne Index netwo 
Get the score on your plan ! 
fore you start. 


Burgoyne 
Grocery Inde« 


Dixie Terminal Cincinnati. 2 
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INDUSTRIAL | 
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Vow In Viatrtbuiion 


Industrial Marketing’s 1948 INDUSTRIAL MARKET DATA BOOK now being 


distributed is bigger and better than ever . . . containing more information, more 


detailed data on more markets and media — from new additional authoritative 
sources. The editors have devised new ways to make it increasingly useful — of 
easier, more convenient reference — and of wider scope in studying and com- 


paring markets, or portions of markets. Major contents include: 


e Authoritative, comprehensive analyses of all principal markets for in® 
dustrial equipment, materials and services; 


e Circulations, rates and mechanical specifications of over 2.000 business 
papers serving U. S. industry today; 


@ Factual presentations by more than 200 of the country’s leading business 
publications on their facilities and values; 


e A complete list of directories, buyer’s guides, catalog files and similar 
business reference publications. 


The INDUSTRIAL MARKET DATA BOOK is the only reference book that con- 
tains basic statistical data on all industrial and trade markets and detailed infor- 
mation on the publications serving those markets. As such, it greatly simplifies 
the space buyer’s task of evaluating media in terms of markets — for he can 
appraise both simultaneously. 


Thus, the hundreds of business papers that have placed their factual data in the 
1948 INDUSTRIAL MARKET DATA BOOK are rendering a distinct service to 
advertisers and agencies . . . as well as assuring themselves of having their story 
readily accessible to the industrial management and sales advertising executives 


who use the INDUSTRIAL MARKET DATA BOOK regularly — all year round. 


The INDUSTRIAL MARKET DATA BOOK is the thirteenth issue 
of Industrial Marketing, and is distributed to all subscribers. Sub- 
scription price $2 a year. , 


ADVERTISING PUBLICATIONS, INC. 
THE LARGEST PUBLISHING HOUSE SERVING 
THE ADVERTISING FIELD 


100 E. Ohio St. CHICAGO 11 Russ Building, SAN FRANCISCO 4 


Advertising Age’s CONSUMER MARKET DATA BOOK, now being readied for 
publication and distribution in May 1948, is the BASIC SOURCE of information 
about consumer markets. It includes every available measuring stick of consumer 
buying power from governmental and other authoritative sources in one handy 
volume ... and covers city, county, regional, state, farm and national consumer 
markets. In it you'll find, among other things: 


@ Market maps — by region, state, county and metropolitan districts. 


e Population and family data... retail outlets and sales . . . manufacturing 
data . . . housing characteristics . . . automobile and truck registrations 
... farm population, income, production, housing and equipment facili- 
ties...plus many other buying power factors. 


e Under the national data section are such valuable indices by states as: 
Income tax payments; radio and refrigeration ownership; school at- 
tendance and education; manufacturing and service establishments fig- 
ures; amusement enterprises — kinds, numbers and receipts; wholesale 
and retail trade data; institutions; negro markets; etc. etc. 


e The new Channels of Distribution section gives commodity breakdowns 
of major retail classifications, making it possible to trace major distri- 
bution channels for specific products or groups of products, and to com- 
pare their relative importance. 


And this is all just high-spotting the wealth ef information that makes the CON- 
SUMER MARKET DATA BOOK such a useful, year round guide to advertising 
and marketing executives. It indicates why media that file their factual information 
alongside the data of their market get effective attention at the right time — in 
the right place — and by the right people. 


Advertising Age’s CONSUMER MARKET DATA BOOK is distrib- 
uted to more than 6,500 national advertisers (those spending in excess 
of $25,000 annually) and their agencies on a controlled circulation 
basis. Single copies supplied to others, $5 a copy. 


PUBLISHER OF ADVERTISING AGE 
INDUSTRIAL MARKETING »« CONSUMER AND 
INDUSTRIAL MARKET DATA BOOKS 


Garfield Building, LOS ANGELES 14 330 W. 42nd St. NEW YORK 13 
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Write for information on 


e7t -ST/K 


T.M. Reg. U.S. Pat. Off. 
Self-adhesive displays 


SIMON ADHESIVE PRODUCTS CORP. 
424 West 33rd Street, New York I, N.Y 


|Kraft Glasses Return 


| Kraft Foods Ltd., Montreal, is 
(using national magazines, week- 
|end papers and trade publications 
| in Canada to announce the return 
of the company’s prewar glass con- | 
|tainers for its five cheese spreads. 
iJ . Walter Thompson Company, 


Montreal, is the agency. 


— 


Your Sunday 


a 


When you throw your “Sunday 
Punch” at MILK PLANT MONTHLY 
readers . . . you’re skimming the 
cream from the fabulous $7% 


Billion Dairy Industries Market. MILK 
PLANT MONTHLY will help you cash in 
on this rich field. Write today for market 
data regarding your product or service. 


ABC Audited Since 1929 


WASHINGTON—Department store 
sales in the week ending Nov. 22 
were 9% ahead of the correspond- 
ing 1946 week, the Federal Re- 


DEPARTMENT STORE 
SALES INDEX 


1935-39 EQUALS 100 


Week to Nov. 22, ’47*.p396 
Week to Nov. 15, ’47* .380 
Week to Nov. 23, °46* .363 
Week to Nov. 16, ’46* .342 
Month of Oct., ’47....275 
Month of Oct., °46....258 


*Not adjusted seasonally. 
pPreliminary. 


Federal Reserve fisazes on Department Store Sales 


increase. Only four cities re- 
ported sales off from the same 
week a year ago—Los Angeles and 
New Haven, off 3% each; Miami, 
off 5%, and Nashville, off 6%. 
Nashville, New Haven, Wichita, 
Little Rock and Dallas are the 
only major cities reporting losses 
for the first 10 months of 1947 
compared with 1946. 

For the latest week, district 
gains ranged from 4% in the 
Richmond (fifth) to 20% in the 
Philadelphia (third) district. 

The sales index (based on 1935- 
39 averages) reached 396, com- 
pared with 363 a year ago and 380 
the preceding week. 

Yr.-to-Yr. % Change 


o 1947 Mo. Wk. 
Milk Plant Monthly iamirmwacigy “oc oe. 

Beet district and city et. et. 
wage — oe “yeh ag , UNITED STATES.. 7 7 9 
327 SOUTH LA SALLE STREET, CHICAGO 4 e highest gain over last year! poston District.... 6 —2 9 
was Houston’s 30% dollar volume New Haven ..... Le eee 
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and agencies in this | 
major market. a 


TRYING FOR 


You 


Hoosier 


FIRST IN 


INDIANA 


INDIANA MARKETS? 


meuake your pilth WERE 
— the feel t. CLEAR! 


“hit receivers” 
time, when you let The Star's 
popular SUNDAY MAGA- 
ZINE carry your advertising 
efforts. Besides reaching The 
Star's big Sunday audience, 
you are in the section that 
rates highest in reader inter- 
est. Your "field is clear." 


Printed in full color, this All- 


magazine contains 


every 
the family (from 


naturally, 


Direct inquiries to Metropolitan Sunday Newspapers, Inc., 
or Kelly-Smith Company, Star national representatives, 
or National Advertising Department, The Stor 


THE INDIANAPOLIS STAR 


SINCE 1936 IN TOTAL 


features for every member of 


and recipes to sports and 
features of personalities and 
places). On its tabloid-size 
pages, your product gets the 
finest display possible—and, 
maximum 
tion and readership. 


Look if over. You may find 
it the best way to “score” in 
this major Midwest market. 


ADVERTISING 


fashions 
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age, December 8, 


Boston 
Springfield 
Providence ..... 
New York District. 
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Rochester 
SHEBOUSE -6 5 cere 
Philadelphia Dist.. 10 9 
Philadelphia .... 10 9 
Cleveland District. 9 9 
PT ae re ree 5 
Cincinnati 
Cleveland 
Columbus 
Toledo 
Pittsburgh 
Richmond District. 
Washington 
Baltimore ...... 
Atlanta District... 
Birmingham .... 
Miami 
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New Orleans .... 
Nashville ....... 
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St. Louis District. . 
Little Rock 
Louisville 
St. Louis 7 
Memphis .<...... 1 

Minneapolis Dist... 11 
Minneapolis 6 
St. Paul 
Duluth-Superior. 11 

Kansas City Dist... 7 
Denver 
WHOMEEED: 6.054306 
waneas City .... 
St. Joseph .:.... 
Oklahoma City.. 
0! ae 

Dallas District... . 
Dallas 
Fort 
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San Antonio .... 

San Francisco Dist. 
Los Angeles Area 

|: @miland occ... 

| San Francisco... 

oo a © 

Salt Lake City.. 

Seattle 


CR OO Fe ODOR Ae Oe 


a 
~~ =} 


e 


cl 
_ 
ww 


— 


ana 
— 


rose wel -3EN eC 


PATIO WO RE AAWOA DD S Cte 
. 
t 


| 
i ee 
_ 


8 os 


_ 


*Figures not available. 


Aeronautical Digest 
Launches Buyers’ Guide 


Aeronautical Digest Publishing 
Corporation, New York, has 
launched a new publication, Aero 
Catalog & Buyers’ Guide of the 
Americas, to develop the use of 
American aviation products 
throughout the Western Hemis- 
phere. 

Lanciar Publishers, Inc., pub- 
lisher of the “Aircraft Year Book” 
for the industry, has become an 
| affiliate of Aeronautical Digest. 


Gives PR Course 


William H. Baldwin, partner of 
Baldwin & Mermey, New York 
public relations firm, is conduct- 
ing a series of 10 informal semi- 
nars, beginning Dec. 9, on public 
relations for faculty members of 
Harvard University’s graduate 
school of business administra- 
tion. The seminars will be cen- 
tered around discussions of spe- 
cific case histories with which 
Baldwin & Mermey has_ been 
identified. 


Named Eastern Manager 


John Fox, advertising salesman 
in the San Francisco office of 
Western Associated Farm Papers, 
has been promoted to eastern man- 
ager, with headquarters in New 
York. He succeeeds Roy Scr y- 
miger, resigned. 


Gilruth Joins LeVally 


Robert A. Gilruth, formerly wi'. 
J. R. Pershall Company, Chicag., 
has joined the copy department 
LeVally, Inc., Chicago. 


SUPPLIES 
To Latin Americ: 
by using 
EFECTOS 
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retailers © 
Com piete —- of 5000 marke 
Write for “Your Market’ book lot. 
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Local Sales Clubs 
to Promote 1948 
Essay Contest 


New YorK—Plans for the Na- 
tional Federation of Sales Execu- 
t ves essay contest were practically 
set last week, as Arthur H. (Red) 
Motley, publisher of Parade, 
chairman of the contest, and Zenn 
kaufman, merchandising director 
cf Philip Morris & Co., its vice- 
( 


hairman, disclosed preliminary 
cetails. 
The contest, which offers a 


$1,000 prize and a three-day trip 
to New York for the high school 
student writing the winning essay 
on “Selling as a Career,” will be 
conducted as a local club activity. 
The clubs will receive kits and 
manuals, and offer local prizes. 
The award will be made at the 
national convention here June 13- 


( Advertisement ) 


This Old Idea 
Works in Selling 
Business, Too! 


By Frank K. Esherick, 
Media Director, 
Gray & Rogers, 
Philadelphia 


If you’re a business paper ad- 


vertiser, maybe the mass technique | 


seems like a new idea to you. But 
it’s an old and trusted weapon of 
the consumer advertiser. 

Thirty years ago the consumer 
advertiser found that it cost too 
much to sell “just the right peo- 
ple.” That’s why many a class 
product is now advertised to 
everybody. To customers and pros- 
pects. To their friends and neigh- 
bors, too. 

The general idea is to wim a 
favorable opinion for your prod- 
uct from coast to coast. To reach 
out for all known prospects and 
also for the sales to unexpected 
people and places. This kind of 
selling has proved to be both the 
= economical and most profit- 
able. 

What’s good for selling Stein- 
ways and Cadillacs is also good for 
Comptometers and sAutocar 
Trucks. It really works. But too 
many industrial advertisers use a 
technique that’s thirty years be- 
hind the times. They waste money 
trying to put their sales message 
before “just the right people.” 

Some want to reach only pro- 
duction managers. Some only of- 
fice managers. And so forth. They 
think only of the man who signs 
the order. Not of his associates 
above and below. Not of his friends 
in the business world. Not of win- 
ning the good opinion of business 
men from coast to coast, so the 
immediate prospect can’t escape it. 

There’s a bold sweep to the mass 
technique. When used with imag- 
ination, it’s a sound method for 


aggressive selling. It’s an old idea | 


but it can win new business for 
you! 
ak kK ok 
‘ This celumn is sponsored by | 
Nation’s Business to promote the | 
use of a “mass technique” in sell- | 
lig the business market of Amer- | 
a. | 
Four leading general business | 
igazines offer you in 1948 a com- | 
ned circulation of 1,310,000 ex- | 
‘ utive subscribers, over 15 million | 
ges a year on 12-13 time sched- | 
e. The combined rate for a 
ick-and-white page in all four | 
pers is only about $9,725. 
Net Paid Circulation B&W Page 
‘tion’s Business. . .600,000 $3,000 | 
ilited States News.300,000 2,400 
TRE, deh cneeesed 235,000 2,750 
isiness Week ..... 175,000 1,575 
We'll be glad to give you case 
stories of advertisers who have | 
und such “mass” selling profit- | 
a «sana Business, Washing- | 
n, a 


( Advertisement) 


16. Additional national prizes in-| Gets Pangborn Account 


ot ‘Names Gardiner Platt 
clude a $200 second prize, 10 prizes P ” : 7 
of $10 and 50 certificates of hon-| Pangborn Corporation, Hagers- | Gardiner S. Platt, formerly di- 
orable mention | town, Md., manufacturer of blast | rector of sales of Simplex Mfg. 
s , |cleaning and dust control equip- Corporation, has been appointed 
ie Se he ‘ment, has appointed VanSant, | assistant “ Ralph _ neaes, 
WNB ‘Dugdale & Co., Baltimore, to|president of Indian otocycle 
Cc Names Warren |/handle its advertising. Company, Springfield, Mass., and 
tee c. bite ghar ae oe Rd serinctapliigitncte /head of factory-dealer relations. 
poin account executive o - . ss RES 
tion WNBC, New York. Mr. War- Joyce Heads Studio A ints Bird ell 
ren, who was in the sales depart- John E. Joyce has assumed the ppoints Diraw 
ment at WSYR, Syracuse, for) management of John Joyce, Inc., 


Barnes & Reinecke, Chicago, has 


seven years, replaces H. V. An-| New York, photographic studio, | appointed Russell Birdwell & As- | 


derson, who has joined NBC tele- which formerly operated under | sociates, New York, as its public 
vision sales. ‘the name Selwyn Ltd. relations counselor. 


To Dinion & DuBrowin 


Dinion & DuBrowin, New York, 
has been appointed to direct the 
advertising of the Penguin Freezer 
Cabinet Corporation, New York. 
Direct mail and trade publications 
will be used. 


| Chirurg Boosts Lombard 


Bette Lombard, assistant traffic 
/'manager, has been named traffic 
manager of the New York office 
‘of James Thomas Chirurg Com- 
pany. 


Some like 


MASS... 


| 


MASS IN THE MIDWEST IS CLASS 
IN THE NATION... 


A mass market means more readers per dollar. A class market 


— 
ae 


Each paper has top readership and acceptance in its 


CLASS 


own section. Combined, these five papers offer a cir- 
culation of over 1,200,000 (ABC) blanketing the 
world’s richest farming area. All five can be bought on 
a money-saving basis, with a single purchase order, a 
single plate. Farm incomes are at all-time levels. Get 
full details from your nearest office now. 


atm 


an 


means more income per prospect. Putting the two together 36 pase, s as 
Re tare vt larigyfXSus 
gives you the ideal setup for selling—a heavy concentration of Baraat dwess WF bos tt Ons a 
: > 9 Ss foure, Pt marr apecy Kon ics 
prospects with a heavy concentration of cash. Here’s the un- END * new, ify hated An pd Whe 
—_— , . [So OF 
usual combination offered to advertisers by the local farm & fa. Conve 
papers which make up the Midwest Farm Paper Unit. Op Va 


NEBRASKA FARMER * WALLACES’ FARMER and IOWA HOMESTEAD + PRAIRIE FARMER + WISCONSIN AGRICULTURIST and FARMER + THE FARMER 
Midwest offices at: 250 Park Ave., New York + 59 E. Madison St., Chicago - 542 New Center Building, Detroit - Russ Building, San Francisco - 645 S. Flower St., Los Angeles 
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Names Hill and Webber | Plan Half-Million . | 


John Guedel Radio Productions, 


Los Angeles, has named Martin 


Hill, formerly an account execu-| 


tive of Foote, Cone & Belding, as 
production manager of the ‘“‘House 
Party,” sponsored by General 
Electric. Margaret Webber has 
been appointed head of the 
agency’s traffic department. 


Not tomorrow, but now. Let 


BSN help you do it! 


| 


Dollar Drive for 
1948 Gas Ranges 


Cuicaco —Cribben & Sexton 
Company’s redesigned 1948 model 
Universal gas ranges will be 


| backed up by an extensive ad-| 


vertising campaign whose total 
cost may pass the $500,000 mark. 

A trade publication drive in 
building construction, home fur- 
nishing and gas fields will break 
shortly after the first of the year. 
The drive will feature improve- 
ments in the top of range, broiler 


||and oven sections of the stove. 


Consumer advertising is sched- 
uled to begin with a two-color 
page in the March Coronet and a 
half-page black-and-white ad in 
‘the March Country Gentleman. 
| April will see a four-color page 
|in Better Homes & Gardens and 
| Good Housekeeping, plus half and 


( Advertisement) 


| 


PAST AND PRESENT—Edward N. 
Mayer Jr., retiring president of the 
Direct Mail Advertising Association 
(left), receives a token of appreciation 
from the new DMAA president, Charles 
B. Konselman, of A. & M. Karagheusian, 
Inc., New York, at the annual DMAA 
past president's luncheon. 


two-thirds page ads in Farm Jour- 
nal and Ladies’ Home Journal. 
The complete magazine list also 
|includes Guide for the Bride, 
House & Garden, House Beauti- 
ful, Household, McCall’s, Parents’ 
|Magazine, Small Homes Guide 
;and Woman’s Home Companion, 
with four-color page and two- 
color half-page copy. The maga- 
|zine budget is expected to pass 
the $150,000 mark. 
| 


Food Demonstrations Popular 


Another $200,000 will go for 
|trade publications, window and 
|floor displays, catalogs, circulars 


j}and the popular food demonstra- | 


tions. The latter take the form 
of dinners for dealers’ sales 
people—who witness the _ food 


preparation on the stove and then 
/consume the dinner and sales fea- 
tures at the same time. 
| §till another $120,000 has been 
jallocated for .dealer cooperative 
advertising and direct mail pro- 
motion. An additional amount, of 
course, will be supplied by dealers 
,and distributors who participate 
‘in the program, pushing the total 
close to $600,000. 

The campaign is directed by 
Bozell & Jacobs, Inc., here. 


WVLEK Begins Operations 

WVLK, Lexington’s new 1,000- 
watt station, began operations 
Nov. 27. Executive offices and 
program, continuity, bookkeeping 
and traffic departments are lo- 
cated in Versailles, Ky. A. B. 
Chandler is the principal backer 
of the new station. 


JMBAKER 


“... An’ just think, Pete, you was one of us before you found 
that copy of the Chicago Journal of Commerce.” 


TR UtIS M 


Offhand, we don’t know of any ad- 
vertising budget that $2,352 would 
disrupt. Yet for that moderate sum 
any advertiser with a story for man- 
agement readers can tell it twelve 
times to the most purchase-power- 
ful group of management men in 
America—the Central Western 
executive readers of the Chicago | Dec. 15. 
Journal of Commerce. Twelve big ———— 
8 by 10 inch ads on a daily, weekly Real Income Up 
or monthly schedule, or timed in 
any way you choose for greatest 
effectiveness. Other space rates are | 
equally moderate. 


Truism: The Chicago Journal of 


Commerce belongs on any sched- 
ule aimed at management. 


The source of daily business news 
in the nation’s greatest 
industrial area. 


NAM‘s Inflation 


Control Program 
Runs in Dailies 


New YorK—The National As- 
sociation of Manufacturers, absent 
from newspapers since it bom- 
barded opposition to the Taft- 
Hartley Act last spring, last week 
rushed into 169 newspapers in 95 
markets with a new anti-inflation 
program. 

The 12-point platform broke 
Dec. 4, the day after Earl Bunting, 
NAM president, disclosed it to the 
association’s Congress of Industry 
meeting. 

Headlined “Do Wet Streets Cause 
Rain?” the program seemed un- 
likely to win cheers from govern- 
ment, labor or stockholders. 

In NAM’s view, the way to lick 
inflation is: 


1. Reduce government spend- 
ing; 

2. Reduce individual income 
tax rates; 


tirement of the public debt of $2.5 
billion; 

4. Offer a new long-term gov- 
ernment bond issue, the proceeds 
to retire government bonds held 
by banks; 

5. Discourage inflationary ex- 


pansion of bank credit by permit- 
iting interest rates to seek their 
lown levels “free of government 
| domination”; 

| 6. Management to redouble its 
efforts to increase production, 
lower unit costs and reduce prices; 


Runs in 14 Cities 


7. Eliminate present U.S. 
|Treasury pressure on business to 
|distribute 75% of its profits as 
| dividends (thus permitting earn- 
|ings to be plowed back); 
| 8. Encourage labor leaders to 
forego demands for increases in 
| wages without increases in pro- 
| ductivity; 

9. Remove restrictions on indi- 
| vidual productivity; 

10. Give foreign relief in goods, 


/not dollars, with the American re- |" 


\lief agency buying goods in the 
cheapest markets, here or abroad; 


Urges Reconstruction Loans 


| 11. Finance reconstruction loans 
|through the World Bank and pri- 
vate sources, rather than from tax 
funds; 

12. Provide maximum _incen- 
jtive for increased production 
abroad by requiring recipients to 
establish solid currencies and to 
/modify and eventually eliminate 
|price and other controls of internal 
| production and distribution. 

| The advertisement ran in full- 
| page size in 14 cities, scaling down 
jto 1,500 and 1,000-line size in 
| others. 

It will be followed by two more. 
| One, headlined “High Prices,” will 
lrun today (Dec. 8); the second, 
‘headlined “To Lick Inflation,” on 


'| The monthly Investors Syndi- 
|cate survey shows that in October 
|the real income level went up to 


|}age consumer in October had $1.01 
i\for each dollar the year before. 
While food had been going up 
faster than other items, last month 
miscellaneous costs went up more 
than food, shelter or clothing, the 
report revealed. 


Film Firm Gives Bonus 


Alexander Film Company, Colo- 
rado Springs, producer and dis- 
tributor of short-length motion 
picture advertising, has distrib- 
uted a $125,000 profit-sharing 
bonus to its 520 home office sal- 
aried members. Distribution was 
made on the basis of length of 
service, individual merit and base 
pay rate. 


3. Start a minimum annual re- | 


'$1.01, which means that the aver- | 
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Fuller Brush Maps Drive 


The industrial division of Ful ep 
Brush Company, Hamilton, O) :,, 
|will launch an institutional ca) \- 
|paign in trade publications star:- 
|ing in 1948 and running throug . 
‘out the year. Russell T. Kell: 
| Ltd., Hamilton, will handle t)< 
| campaign. 


Toole Heads Universal 


T. T. Toole has been elected 
president of Universal Labora- 
tories, East Orange, N. J., manu- 
facturer of Mavis, Djer-Kiss and 
other V. Vivaudou products and 
the Delettrez line of cosmetics, 
Aggressive advertising is being 
planned, with test campaigns 
already running in the South. Cole 
& Chason, Inc., New York, is the 
agency. 


Joins JWT in Brazil 

Carroll H. Hudders Jr., of the 
research and public relations de- 
partments of J. Walter Thompson 
Company, New York, has left to 
join the agency’s Sao Paulo, Bra- 
zil, staff, where he will engage in 
market research. 


rate of | 
circulation 


-major- : 
circulation ! 
magazine 

| 


| 
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|New Publication to Bow 


The first issue of Western Sell- 
‘ing, San Francisco, new monthly 
| publication devoted to sales pro- 


Ad Campaign for 
Sunkist Oranges [i°tGreduied te aprear’ in’ Janu 


Los ANGELES—The California| ary. Elliott C. Hensel is editor. 
Fruit Growers Exchange plans to —_—_— 
spend $1,000,000 between Nov. 15  Sarra to Paris & Peart 
and May 15 advertising Sunkist Paris & Peart, New York, has 


Map $1,000,000 


navel oranges in the U. S. and|pbeen retained by Sarra, Inc., com- | 


Canada, Russell Z. Eller, advertis- mercial photographer, sound slide 
ing manager, announced in pre- film and motion picture producer, 
senting 1947-48 ad plans to the! to handle its advertising. 

poard of directors. 


A ints Morgan Agency | Philadelphia. Associated with Mr.|bertson Nason, publicity director 
PPpo g - gency | Nason are Hugh Sutherland, pub-|of the fashion wing of the Phila- 
Morgan Advertising Agency, | icity director of Better Philadel-|delphia Museum of Art for the 

2404 W. 7th St., Los Angeles, has | phia Exhibition, and Helen Al-|Philadelphia Fashion Group. 


been appointed to handle the ad- 
ov? INDUSTRIAL STAGECRAFT 


vertising of Interstate eiaes. | 
en DESIGNERS & PRODUCERS 


tories, maker of Oculine eye prepa- 
rations. 
POSTERS, @ Designed to Sell ¥ 
SILKSCREEN {counsen CONVENTION {ess "SO" 
PRINTING | wincow 


DISPLAYS DISPLAYS ! © Jnsalea on Vege 


Anywhere 
te hia eerste 3 DIMENSIONS — 180 W. RANDOLPH ST., CHICAGO, ILL 


} 
| 
| 


Opens Publicity Firm 
Harry Nason, promotion direc- 
tor of the Better Philadelphia Ex- 
hibition, has opened a _ publicity- 
promotion service, with offices in 
the Bankers Securities building, 


The exchange, foreseeing a 
highly competitive marketing sea- 
son ahead, “must gain increased | 
consumer demand for our fruit if 
we are to maintain and increase 
our position in the open market,” | 
Mr. Eller warned. Its recent an- | 
nual report points out that both, 
Florida and Texas are scheduling | 
heavier advertising programs than 
ever before (AA, Dec. 1). 


‘Best for J uice’ 


The California growers, certain 
that they can’t compete with the 
other states on a price basis, will 
tell a quality story in their coop- 
erative ads. Continuing a _ pro- 
gram launched in 1939, copy will 
feature navels as the oranges 
“Best for juice—and every use.” 

Since the southern market is 
largely a “Florida market” during 
the winter months, Sunkist navel | 
advertising will be limited almost 
entirely to daily newspapers and 
Sunday newspaper supplements. 
Copy is to run from Nov. 22) 
through the end of the season in 
371 dailies in 277 markets. Street 
car cards in 65 cities will support 
the general ad program, as will | 
subway and elevated posters in 
New York and Chicago. | 

Magazine advertising will be 
limited to Country Gentleman, The 
Saturday Evening Post, Successful 
Farming, and publications in the) 
mother and child care field. 


| 
| 
| 
| 


Ahrens Appoints Cadle 
Publication Manager 


John C. Cadle, formerly eastern 
advertising manager of Traffic 
Service Corporation, publisher of 
Traffic World, World Ports, and 
Transportation Supply News, has 
rejoined Ahrens Publishing Com- 
pany, New York, as publication 
manager of Restaurant Equipment | 
Dealer. He will supervise edi-| 
torial, advertising and distribution | 
phases of the publication. 

Before joining Traffic Service, | 
Mr. Cadle was promotion man- 
ager and New England representa- 
tive of the Ahrens organization. 


Appoints Walmsley 

John M. Walmsley has been ap- 
pointed manager of the business 
travel and convention department 
of World Travels, Inc., New York. 
He has been with the company for 
the past two years. 


CAN HELP YOU 


Vt 


. if it's a matter of stock photos 

fit your need, chances are the 
"swer lies in our 500,000 stock photo 
e. Thousands of ad-men have proved 
's time and again. 


KAUFMANN & FABRY CO. 
25 S. Wabash Ave., Chicago 5, Ill. 


Who does the bigger volume of repair work: 
dealer service departments or independent 


shops? 


How do big shops compare with small shops 


in number? 


What trade magazines do they read? 


How many shops are prepared to perform each 
of 18 different basic repair operations? 


Which trade magazines do these service 
operators prefer and why? 


A year ago, MoToR asked A. S. Bennett Associates, research- 


ers, to find the answers to these questions. 


Interviews were conducted in independent repair shops and 
dealer service shops all over the country. We believe that 
this study is the most scientific and most comprehensive ever 
made of the automotive repair and maintenance field. 


If you haven’t yet seen the presentation of the facts uncov- 
ered by this research, please be patient. Your turn will come 
and it will be worth waiting for. 


MOOR 


THE AUTOMOTIVE BUSINESS MAGAZINE 
572 MADISON AVE., NEW YORK 22 » FOUNDED IN 1903 
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in the Journal-American...favorite 
evening newspaper of New York's 
home-going millions 


HE shortest route between telling and selling is 
through the living room. Here family dreams are 
hatched, plans formulated and buying decisions crystal- 


lized. Here sales influence is strongest. 


In New York one home-going newspaper is the favorite 
for living room reading. The Journal-American, with a 
circulation that tops the next two evening papers com- 


bined, is welcomed into 700,000 homes every evening. 


When you consider that the Journal-American reaches 
the whole family . . . sells the whole family . . . you 


can fully appreciate its influence in the home. 


Consider, too, its thorough market coverage . . . 42 out 
of every 100 families who read a metropolitan evening 


newspaper read the Journal-American. 


Together, this home-influence, this market-wide influence 
represents your greatest selling force among evening news- 


paper readers in the world’s top community of homes. 


YOUR STORY STRIKES HOME IN THE 


NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 
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Postwar Farm 
Economy Sound, 
Bureau Insists 


Greater Assets, 
Bigger Markets 
Seen as Bulwarks 


WASHINGTON — Experts of the 
Bureau of Agricultural Economics 


doubt that the current unprece-| 


dented farm prosperity will usher 
in a new depression rivaling the 
bitter experiences of the 1920s and 
30s. 

They find today’s agricultural 
economy far stronger than a gen- 
eration ago. Moreover, they feel 
that increased population and new 
eating habits will stabilize food 
markets well above depression 
levels. 

With agricultural income at a 
rate approaching $20 billion a 
year (it was less than $6 billion 
in 1940), farmers nervously re- 


member that they fell through a} 


postwar cloud a generation ago 
into unparalleled debt and misery. 


Assets Zoom Upward 


But BAE points, in an analysis 
summarized in the Federal Re- 
serve Bulletin for November, to 
nearly $22 billion in financial as- 
sets in the hands of farmers, com- 
pared with less than $5 billion in 
1940; to farm mortgage loads be- 


~FROM BEAUMONT TO BANGOR 


Equipment.are reached 
by SPORTS AGE than by 
any other trade paper in this 
Sports Equipment Field. 


PERCENT More Retailers 
; f and Wholesalers of Sports 


¥ As shown by latest audited circulation reports. 


llow $5 billion in 1947, down 26% 


since 1940. 
Aside from the “fat” which the 


farm economy has acquired dur- 
| 


ing the war and postwar periods, | 
|BAE economists are counting for | 
additional safety on a belief that | 
| the nation has “learned” economic 
lessons since the great depression | 
|of the past generation. 
_ Pointing to enlarged markets at 
home and abroad, BAE says “‘it is 
/not likely that prewar levels of 
/consumption will again prevail.” 
Low consumption of the 1930s 
| resulted from a volume of national 
income that was smaller than we 
are likely to experience in the 
years ahead, BAE opines. 


Stresses Social Security 


In the event of recession—with 
_its implications of reduced indus- 
trial payrolls—social security pay- 
ments would have an important 
influence in checking the defla- 
tionary spirai, the analysis points 
out. 

“There is a growing belief,” | 
BAE says, “that before a decline 
in economic activity would reduce 


national income to prewar size, | ° 


the government would intervene 
_to hold it at a better level.” 
An increase of 11,000,000 in the 
|national population since 1940 has 
created important new markets 
for farm products, BAE explains. 
Increased activities on the part 
of government and industry in 
teaching people the consequences | 
of deficient diets are a second ele-| 
/ment that has broadened the farm | 
market. With adequate nutrition 
/a matter of national and interna- 
tional concern, the amount spent 
| for food is likely to increase rather | 
_ than decrease, BAE suggests. 


Summarizes Farmers’ Assets 


| Here’s a summary of farmers’ 
| assets on Jan. 1, 1947: 

_ Farm Real Estate: Estimated 
value $58.6 billion, up $6.5 billion 
|in a year.” 1940 value was $33.6 
billion. 

Livestock: $12 billion, up $2.2 
| billion in year; more than double 
| 1940. 

Crop Inventory: $6.9 billion, up 
| $1 billion in year. 
| Household Equipment and Fur- 
|niture: $4.8 billion. Per family 
average $700, up $102 over 1940. | 

Farm Machinery and Motor Ve- 

hicles: $6.9 billion, from $3.1 bil- 
‘lion in 1940. 1946 expenditures 
were $1.8 billion. 

Bank Deposits: At $11.1 billion | 
‘from $2.9 billion in 1940. Total 
| steps up progressively from $5. 
| billion in 1943 to $6.4 billion in 
| 1944; $7.5 billion in 1945; $9.7 bil- 
| lion in 1946. 
| U. S. Bonds: $5.4 billion cash 
| value on hand, up $373,000,000 in | 
| year. With war’s end, farmers’ | 
|bond .purchases slumped 50%. 
| Purchases of “E” bonds down 60% 

but “F” and “G” bonds down only 
22%. 

Investments in Co-ops: Total | 
| $1.6 billion, from $826,000,000 in 
| 1940. Marketing co-ops amount 
| to $503,000,000, double 1940. Irri- 
ga tion companies $383,000,000; 
| purchasing associations $288,000,- 
000 (nearly four times 1940); land 
prose system $254,000,000. Re- 
| 


[ciation fire insurance, credit asso-| 
| | 


Whiting Names Mack 

Frank M. Whiting & Co., Meri- 
|den, Conn., division of Ellmore 
|Silver Company, has appointed | 
| Norman A. Mack & Co., New York, 
| to handle an advertising campaign | 
ito start Jan. 1 in trade publica- 
|tions, magazines, newspapers and | 
radio. 


Lazarus Leases Building 


F. & R. Lazarus & Co., Colum- | 
|bus, O., a unit of Federated De-| 
|partment Stores, Inc., has leased | 
the Harmon building in Lima, O. 
The company recently purchased 
sites for branch stores in Marion 
and Newark, O. 


Wallace Promotes B 
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John F. Banks, hotel division 
sales manager of R. Wallace & 
Sons Mfg. Company, Wallingford, 
Conn., has been appointed assist- 
ant general sales manager. He 
will also continue as sales man- 
ager of the hotel division. Lynn 
D. Hepinstall has been named as- 
sistant manager for the- West 
Coast. 


McCauley Joins Evans 


Tim J. McCauley, formerly in 
the sales and merchandising de- 
partments of J. L. Hudson Com- 
pany, Detroit, has been appointed 
assistant general sales manager of 
the heating and appliance division 
of Evans Products Company, 
Plymouth, Mich. 


WKBW Changes Owners 


Station WKBW, Buffalo, has 
seen formally transferred to the 
Broadcasting Foundation, Inc., fol- 
owing its purchase for approxi- 
mately $1,000,000 from the Buffalo 
Broadcasting Corporation. The 
station will move into new studios 
in the Erlanger building in April. 


HOME (RALL() WELL) KIT 


These useful Kits — con- 
taining convenient tools 
for making repairs around 
the home, office, farm and 
automobile as well as 
model building and hobby 
crafting—are constant re- 
minders of your products 
and services . . . and your 
prospects, customers and 
workers will keep them 
always available. Tools are 
of high-grade alloy steel 
... handles are of durable, 
bright red _ plastic. All 
tools are housed in hollow 
handle — and kits are in- 
dividually packed. Han- 
dles can be imprinted . . . 
with your name or trade 
mark ... at nominal cost. 


Write for descriptive liter- 
ature, state your require- 
ments, also wording of 
imprints. Quotations will 
be sent promptly. 


Over 44 Years in Business 


STANDARD PRESSED STEEL CO. = 
JENKINTOWN, PA. Box ELD ~ “Sipe 
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G. A. RICHARDS, President 


HARRY WISMER, Asst?. to the Pres. 
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Davis Named A.M. 

Walker W. Davis Jr. has been 
appointed advertising manager of 
Pacific Pathways, Los Angeles. 
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PRODUCTS 


EUROPE 


American Advertisers and Advertis- 
ing Agents will find BELGIUM a 
suitable market in which to test 
EUROPE and, from 
over the whole CONTINENT. 

This will be especially so, if they 
choose as their contact 


THE VAN YPERSELE 
AGENCY, 73 Rue Royale, BRUSSELS. 


as their advisors in this 


there expand | 


jcarried 1.9% fewer pages in the 
/month—2,779 against 2,833 a year 
before. Their total for 11 months | 
| bl ag up a» Sager ete ob 

: in the comparable period. 
Loss in November Industrial publications carried | 
| CHicaco—Business paper adver-| 17,310 pages in November, down | 
tising volume in November was|9-4% from 17,381 carried in No- | 
very nearly the same as in No-| vember last year. For 11 months 
vember, 1946, Industrial Market- | their total is 184,823, which is 
ing’s. monthly tabulation shows. |3-5% below the 191,581 in 1946. | 
'The publications carried 28,065; Trade publications carried 6,655 | 
|pages last month, compared with pages last month, up 0.5% from) 
(28,126 a year earlier, for an 0.2% |6,621 a year ago. In 11 months) 
| decline. they carried 72,187 pages, up 4.6% 
For the first 11 months this | from 69,001 last year. Export pub- 
‘year, they have carried 298,538 lications carried 1,321 in Novem- 
pages, down 0.97% from the 301,-|ber, up 2.3% over 1,291 a year 
451 they ran in the same period of ‘earlier. In 11 months, they car- 
1946. iried 14,337, up 4.8% over the 13,- 
| Two groups showed declines in | 686 pages carried in the compar- 
'November. The class publications! able 1946 period. 


NOVEMBER BUSINESS PAPER ADVERTISING VOLUME | 


These figures, compiled by Industrial Marketing, must not be quoted or reproduced | 
without written permission. Unless otherwise noted, all publications are monthlies 
and have standard 7x10-inch type page. 


Business Papers 
Report Slight Ad 


Page Pages 
PROSPEROUS MARKET 1947 1946 1947 1946 
ee. | Industrial Group Air Transport ........+-- *38 *51 | 
ne —ae Aero Digest ............- *75 *117 | American Builder .......-. 136 125 | 
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Ever wish for etch proofs that 


were transparent and adhesive?... 
the kind you can see through... 
mount over layouts, photos, art, 


without disturbing values... 


22 EAST 


Monsen-LosAn gel es 


928 SOUTH 


ILLINOIS STREET 


FIGUEROA STREET 


AM Q Age, DU CMO 5 rT 
Pages | Pages 

1947 1946 1947 146 
pl ee 117 109 | Boot & Shoe Recorder 
American Machinist (bi-w) *||4438 *526| (semi-mo) ..........+: *183 87 
American Printer ........ 88 30 | Building Supply News.... 127 17 
Architectural Forum ...... 122 142 | Chain Store Age—Admin- 

Architectural Record ..... 9137 131 istration Edition Com- 

Automotive & Aviation In- BE | enn b 4 ee 3sad bs 28 f 
dustries (semi-mo) 202 248 Druggist Edition ...... 93 | 

Aviation Maintenance 68 148 General Merchandise— 

Avietion Week .......... *|138 *4190 Variety Store Editfon. §189 §22) 

Bakers’ Helper (bi-w) 2186 214 Grocery Edition ....... 166 “100 

| eS aE ae 104 99 | Department Store  Econ- 

ES Ee eer 37 38 ae REE SS SE ae 77 9 

Brewers’ Digest .......... 38 $66 | Domestic Engineering 167 15] 

Brick & Clay Record *45 *43 | Electrical Dealer ........ 75 18 

Bus Transportation ...... 146 157 | Electrical Merchandising 

Butane-Propane News “$104 *$86 8 ROS eee 182 15 

Canner Nat iks dae s.<2'% *§T95 *t105 | Electrical Wholesaling . ... 97 26 

Ceramic Industry ....... *71 *62| Farm ‘Equipment  RKetail- 

Chemical Engineering .... 1362 311 Se Bi gaeacah weg eiae sess 74 60 

Chemical & Engineering Farm Implement News 

CM, ths ae<ees od 151 lll Es cares was 44a 38 66 162 5] 
Chemical Industries ..... *119 *116 | Fueloil & Oil Heat........ 126 89 
Chemical Processing Pre- COOOT Oe ROMECS oes cesses 117 i19 
Re ere 1038 5138 | Glass Digest ............ 21 13 
Civil Engineering ........ 46 87 | Hardware Age (bi-w).... 384 100 
SEE re oe eens aces ase ss 140 134 | Hatchery Tribune and 
Commercial Car Journal... $274 $259| Feed Retailer ......... 42 58 
Construction Digest (bi-w) *|151 122 | Hide and Leather and ag 
Construction ‘Methods 138 132 | a ii oh a ase 0-86 -a'a.ad'.0. *$t95 *§$tidge 
GEN a 0000 645 0000 50 51 | Hosiery & Underwear Re- ‘ 
Contractors & Engineers | OCS ee 127 135 

Monthly (9%x14) ...... 57 52 | Implement & Tractor ; 
Se”. Rae 86 98 | SE oS oan ta ae % 6 base < 2200 155 
Diesel Progress (814x111). 51 OF TEMESTIONE nnn csc ce ccs ceee 108 86 
Distribution Age ......... 62 72 | Jewelers’ Circular 
Drug & Cosmetic Industry SS, in Fa a ba. ens 0 288 180 
MW) ssccsccccessveseess *136 139 | Knit Goods Weekly...... 103 107 
Electric Light & Power... 80 66 | Lingerie Merchandising. . V7 66 
Electrical Construction & Liquor Store & Dispenser. 79 107 

Maintenance ........... 158 138 | Men’s Reporter .......... 91 i8] 
Electrical South ......... 63 51 | Mill Supplies ............. 238 29% 
Electrical West .......... 79 TOE, eeaws Fi dae wis aeieee $295 $260 
Electrical World (w) $257 $225 | Motor Age .............. 159 “130 
re 236 215 | Motor Service ........... 185 187 
Engineering & Mining NJ (National Jeweler) 
JOURNAL... 0-0 0050--5s §191 115 (BYOETG) noe esse eens 247 334 
Engineering News-Record National Bottlers’ Gazette 159 1638 
CW) vececsesescceccsens ‘$368 *331 | National Furniture 
Excavatin Engineer ..... B5 39 "oN a 86 Rg 
Factory Management & Office Appliances 
Maintenance aa wate arable < 264 285 OE. ae ee 178 174 
Fire Engineering ......... 37 45 | Photographic Trade News. o4 109 
PROGR SUUMOE fc civec canescens 140 144 | Plumbing & Heating Busi- 

Food Industries .......... 173 171 ey . aia (a dakaed 4% ke o0 65 65 
OO” BAe *45 *55 | Plumbing & Heating 

Food Processing Preview. 42 5 Ee aaa 62 50 
Foundry Leaxetkdbabecens *204 ‘202 | Poultry Supply Dealer.... *34 *33 
we! Age’ (i Sek ca van saanes - & Radio & Television Retail- 

yas J "ee ee 7 8 Ree ae 84 95 
Heating, Piping and Air Sheet Metal Worker...... 87 58 

Conditioning ........... 156 136 | Southern Automotive 
Heating & Ventilating ... 76 15 WEL See bah a ohe sas 154 130 
Ice Cream Review Pere 105 83 | Southern Hardware ..... 93 93 
Industrial & Engineering | Sporting Goods Dealer... 199 185 

Chemistry (two editions) 171 to o,.lU A rrr 60 4s 
me yrs  hareneed | Super Market Merchandis- 

2 O° eS SO ee 82 80 | PSEA rary eolrS 3S 
Industry & Power ....... 126 122 | Syndicate Store Merchan ~ 
oy ls *||578 “648 | diser (44%x65%) ........ 77 at 
Machine Design .......... "192 *209 | 
Machine & Tool Blue Book ee | ee er Perro re oy 6,655 6.621 

Nas cngecepaneape 287 290 rs 
BONED cea ns acanacices 297 348 . 

Manufacturers Record 44 45 Class Group 
Marine Engineering & natin ‘ 
Shipping Review ....... 136 154 Advertising Age (w) 

|Mass Transportation .... 11 82 | 4 ROR EIS) a ae s-ss a6 si 
ae ol & Methods ..... 150 206 | ~ mag Funeral Direc 186 * 
) ao . : ~ . snot ° | ,*72eesee ececeesecsecs | ) in 
Mechanization een; 135 gg | American "Hairdresser 64 is 
Metal Finishing |_|... rd 84 American Restaurant 97 RY 
wae T° 30 108 | Banking (7x10%,) ... cease 69 73 

Milk Plant Monthly ..... “54 *44 Chain Store Age — Foun- - 
“il & Sactery ....... 264 o78 tain Restaurant Edition 37 2s 

Mining & Metallurgy pee “97 “36 ae + and Laundry 14 
pe See a 4 32 
“use eed di gi7 | Dental Survey ........... 142 149 
Modern Packaging _...... 143 182 | weet ot — nodeerse 45 31 
Modern Plastics ......... 150 178 | Herc pe Management 84 c 
Modern Railroads ........ 29 14 | + nee Management ...... $147 3148 
National Butter and Cheese fone 9 4 view (w) ” “ 
arr ; 30 62 | mm a ee moeew UW? ‘Stt96 $49) 
Tabi P > oe BSALS) cecessesescsess i) 3400 
— Llosa we Ws eine one Indust rial jlarketing 194 120 

National Provision w). 58 5g | JOurnal of the American 

National Safety lly se “= “a I ce mam Association “$4386 $238 
Oil & Gas Journal (w)...°$|t573  *$1563 | Nfedical Fp eaeee? #8 =9 - ” 

Operating Engineer ...... 120 there sconomics - 
Organic Finishing ....... 17 13 | 4x6 % ) oe ake ss — = 
Packaging Parade (9%x12) 52 55 | = a a me thd Shop... ; - is ” 

Paper Industry & Paper a Medicine (semi- 

i. rr Pe x9 94 | Mon (44x60 % ) pe ig Se 165 oH 
Paner Mill News | epeeene “a | Modern Theatre ......... 43 35 
Sn ty Engineer. peel : i149 dt Bes pg ge nS = 7 
Petroleum Refiner ae: 176 175 | Oral Hygiene (4x7) .. - = 
Pit & Quarry 149 +188 | Restaurant Management. . 80 2 
SOT crass. s+... a TT, ~~~ ge SP 
Power Plant Engineering. . 116 124 | ” ed Executive—School : ; 
Practical Builder (10%4x15) 37 37 | co aquipment News "= ™ 
SUMED GKd we cre cawee ss 63 51 m hoot Management 8 
Product Engineering 294 *296 whe aan 4) eee SP s¢ “a 
Production Engineering eda: lla some 107 

and Management ..... 70 90 ee seta wess Heh ve st yes 
Products Finishi T 

( “u a “oe _— aes ev 88 68 Fotal .....06.. 5,778 ae 
Bp te ae Architecture. . 95 98 

WI, Wieddas ce caise. 255 253 Export Gro 
Quick Frozen Foods and ‘ oe 

the Locker Plant i 77 97 | American Automobile 
Railway Age (w) ........ $Ft365 $368 (overseas edition) os 102 
Railway Engineering and American Exporter (two 

Maintenance ..... ee 68 69 Cditions) ......4... oe 186 He 
Railway Mechanical Engi | Automovil Americano 79 ov 

Deepa 121 128 | Caminos y Calles......... 31 3 
Railway Purchases & Stores 115 115 | Farmaceutico ...... oes 71 ?: 
Railway Signaling i 81 37 | Hacienda (two editions) 135 BS 
Roads & Streets ......... 78 79 | Hospital ......... eee 19 1 
Rock Products ..... Bae *108 *og | Ingenieria Internacional 
Sewage Works Engineering 18 15 |. Construccion...... sea 79 " 
lia ee RS 16 41 | Ingenieria Internacional 
Southern Power & Industry 88 84 2 eee 109 2h 
SN MOM ee ale tas 446 *499 | Petroleo’ Interamericona. . 72 tit 
Supervision ......... ae 12 76 | Revista Aerea Latin 
Telephone Engineering .. 55 47 americano .......... . 23 ‘ 
Telephony (w) ....... .-*$itia $tiz4| Revista Rotaria ......... 8 
Textile Industries ........ 154 7142 | Spanish Oral Hygiene 
;.. So. eres 227 222 (AfgXT fa). essen 1 - 
Timberman ......... ea ath 95 | Textile Panamericanos 62 . 
Tool & Die Journal (5x71, ) 121 138 
Re eee eee 9] 100 TORRE cc ccccecsen 1,821 124 
Traffic World (w)........ t136 1123 
Water & Sewage Works.. oo BD | ascdemeeene 
Water Works Engineering ‘ - pa 

TS pi et ell et anita oe 62 60 Includes classified advertising. 
Welding Tucinecr tcl 6x 86 §Includes special issue. 

West Coast Lumberman.. 108 107 'Estimated. : 
Western Canner and |Last issue estimated. 

a... ....... 53 +55 *Last two issues estimated. 
Western Construction ; “Three issues. 

We vate dascuces 102 106 tFive issues. , : 
Wood Worker ...... S4 *70 “Figure for Oil W eekly. As of Jus 
Woodworking Digest 1947, Oil Weekly became World Oil. 

(4%s0%)... ..« 151 108 ‘As of July 7, 1947. Aviation 
World Of! (w : $212 933 | Aviation News were incorporated 
World Petroleum ; ) oR “_— } hagg 194 

‘Dimon y in 946. 

Total 17.310 17.381 ®Not including Petroleum Proces 

saya ae ._ eg > ay & , 

ade Group TWith January, 1947, issue, (Coffor 
Air Conditioning & Re came Textile Industries. 

frigeration News (w ‘Based on 442x7), inch type p 

(11%x16) caus RO) 49 Standard 7x10 inch page starting Ja 
American Artisan 127 100 ary, 1947. 

American Druggist , 136 169 *Does not include advertising in spe ! 
American Lumberman & Western section. 
Building Products Mer {Operating Engineer published its ' 
chandiser (bi-w) Pr 137 114 issue in October, 1947. 
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..+ Field « Stream 
is America’s 
Number One 
Sportsman’s 


Magazine! 


@ The most important 

measurement of any magazine is — 
“‘sales results.’’ Sales results is the 
reason more advertisers used more 
space in Field & Stream the first nine 
months of 1947 and for the past 

37 years than in any other 
sportsman’s magazine 


Any way you 


Measure 


EDITORIAL CONTENT 


Field & Stream is edited for the mature 
sportsmen. These top-flight sportsmen, in all 
age groups, are the experts at their favorite 
sports. Their magazine must inform them to 
the “nth” degree. And they know when they 
read it in Field & Stream, it’s authentic! 


No other sportsman’s magazine has quite the 
same editorial character as Field & Stream. 
It satisfies a particular type of reader, a 
critical audience, quick to detect inaccura- 
cies. It informs as well as entertains them. 
That's progressive publishing! 


it 


Field & Stream’s readers really read, and 
absorb what they read. Even its feature stories 
are informative, never straight fiction. Its 
authors and artists are the accepted leaders 
in their various fields, ranging from veterans 
to talented newcomers. Field & Stream’s par- 
ticular type of editing blends all these ele- 
ments together in perfect balance. That's 
progressive publishing! 


Field & Stream’s editorial content is the re- 
sult ofthe most progressive publishing vision 
in the sportsman’s magazine field! 


In addition to editorial content, Field & 
Stream can be measured by many other yard- 
sticks—circulation ... advertising leadership 
... dealer influence . .. income of subscribers 
... reader desire studies ... reader service 
... reader response ... publishing leader- 
ship ... editorial staff... prestige ... sales 
results. 
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ALMER E 


27th Year of Creative Lithographic Leadership 


. WESTINGHOUSE — FULLER & SMITH & ROSS—PALMER struction, the exceptional quality of art, engravings and litho- 
ASSOCIATES Radio-Display-Each-Month Club forms one of — graphy, the careful mounting and packing, and the record of 
the strongest Point-of-Purchase combinations we have enjoyed handling hundreds of on-time shipments set a pattern for an 
during our 27 years of Creative Window Display Leadership... effectual Point-of-Purchase campaign, completely tied in with 
Unusual delivery requirements were met despite shortages, strikes, national magazine, newspaper, and trade magazine advertising. 
transportation difficulties, etc. Throughout the year we contacted . . . We will gladly show you all these displays at our office. 
various departments of the agency from two to five times each You will find it convenient, right beside Grand Central Station 
day to synchronize all efforts . .. The ideas, the originality of con- | —telephone VAnderbilt 6-5198. 
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Fuller & Smith Ross, 


can do for tw@or th: 


ALUMINUM 


awa i | ia ; : e \ : . . they do no’ co ete Ww 


vite advertisin@exe cy 


contact us. WeBrec te 


es ark SMe il Oy See) ee an _— 
“Electronic Feather” Display “Antenna” Display 
These eight major window displays form only a portion of the lithographic PA 
service we are extending to Westinghouse Radio and Appliance Divisions. 
: ‘ 2 . \ 
The continued success of this hard-hitting Point-of-Purchase program 
is due to the complete cooperation of client, agency and lithographer. oI | 
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| for We stinghous e 


“Family at Home” Display 


are ®ing for Westinghouse and their fine advertising agency, 
mith Ross, through their New York and Cleveland offices, we 
r tw@or three additional large national accounts— provided 
>t comets with our present list of regular clients. And so we in- 
rtisin@exe cutives, either manufacturers or advertising agents, to 


;, Werec te complete display campaigns that sell merchandise. 


PALMER ASSOCIATES 
‘1 East 42nd St., N. Y. 17, N. Y. 


CH EA... AWD YOU'LL BUY A 


_ Westinghouse Radio 


a Westinghouse . 


“Christmas” Display 


SPECIAL OFFER: 


You can buy 10,000 exceptionally fine Window Display Sets 
for approximately $2.50 each. We do it all—original ideas, 
finest art work, best 8-10 color lithography, top quality mount- 
ing. (Smaller quantities naturally at a higher unit rate.) No 
finer lithographic displays are made. We take the mystery out 


of lithography and make it easy to buy. 
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Palmer Associates 
51 East 42nd Street 
New York 17, N. Y. 


We are interested in your special offer and your kind of service. 
Please submit full particulars. 


Name Title 
Company 
Street 


el 


il 
all 
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42 
Increases Ad Rates Gets Glove Account 


Construction News Monthly, Rockmore Company, New York, 
Little Rock, Ark., has increased| has been named to handle the ad- 
its basic page rate from $115 to|vertising of Fownes Bros. & Co., 
$127. , 'New York, glove manufacturer. 


* *& & & & ONE journal reaches regularly 


NJ reaches monthly EVERY 
Retail Jewelry store in the 
U.S.A. listed by Jewelers’ 
Board of Trade—except very 
small stores listed as ‘re- 
pairers’ — 7,000 more RE- 
TAILERS than are reached 
by the second jewelry publi- 
cation —a greater number 
than are reached by all other 
jewelry publications com- 
bined! Total RETAILER -cir- 
culation exceeds 21,400 copies. 


Because jewelry stores spe- 
cialize in small, portable 
*‘quality’’ articles exquisitely 
designed for personal or 
home use — durable articles 
representing not only the 
ultimate in artistic design 
but also the maximum in 
gracious living, manufactur- 
ers and importers of all such 
articles should give heed to 
the prestige-advantage of dis- 
tributing thru jewelry stores 


NATIONAL 


CHARTER MEMBER 
CHICAGO * NEWYORK * PROVIDENCE * ST.LOUIS * LOS ANGELES 


Veteran Boston 
Brand Names Win 
Certificates 


Boston—Without brand names 
and advertising there could be no 
free press nor free radio, Edward 
S. Rogers, chairman of the board 
of Sterling Drug, New York, and 


[chairman of the board of the 
| Brand Names Foundation, told 400 


business, industrial and advertis- 
ing leaders recently at a dinner 
honoring 80 old Boston brand 
names. 

The dinner was sponsored by 
the Boston Chamber of Commerce 
and the Advertising Club of Bos- 
ton, in cooperation with the 
Brand Names Foundation. 

Thomas Jefferson, as Secretary 
of State, was the first American to 
advocate laws to protect trade- 
marks because they would “con- 
tribute to fidelity in the execution 
of manufacturing,’ Mr. Rogers 


said. “Brands are the marks that 


not only distinguish competing 
goods from each other and thus 
foster and encourage individual 
initiative, but are also the funda- 
mental difference between free 
enterprise and the Communistic 
conception of a government-regu- 
lated economy which subordinates 
the individual to the state,” he 
continued. 


Sees Distribution Gains 

Henry E. Abt, president of 
Brand Names Foundation, in pre- 
senting the certificates of public 
service, declared that closer co- 
operation between distributors 
and producers in brand name ad- 
vertising and merchandising could 
increase the accomplishments of 
the distribution dollar, especially 
the advertising dollar, as much as 
50%. 
“It is high time that a clear 
presentation of how initiative and 
competition work to everyone’s ad- 
vantage should be made in the 
simple terms we use to present 
the soaps, the cigarets and the 
countless other products that you 


BOILERS & ACCESSORIES 
Arches, walls & baffles 
Blowdown systems 


Ferrous alloys 
Iron & steel 
Boiler & feedwater condit. eqpt. Nonferrous metels 
Boilers & boiler furnaces 
Evaporators & deaerating eqpt. 
Fans & blowers 


Refractory brick & cement Elevators 


Hand trucks 
Hoists, cranes & lifts 


Soot blowers 
Superheaters & preheaters 


ELECTRICAL EQUIPMENT 
Batteries 
Bus bar & trolley duct 


Locomotives 


Capacitors 

Circuit breakers 

Electrical control eqpt. 
Electrical generation eqpt. 
Electrical insulation 
Electrical meters & insts. 
Electrical motors 
Electrical wire & cable 
Fuses & fuse links 

Gear motors 

Switchboard & switchgear 
Transformers 

Unit sub stations 

Voltage regulators 


FUELS & FUEL-BURNING EQPT. 
Burners 
Coal & coke 


* 
Cleaning compounds, polishes & waxes 


MATERIALS HANDLING EQUIPMENT 
Coal & ash handling eqpt. 
Conveyors & accessories 


Power shovels & excavators 


PRIME MOVERS 


Diesel parts & accessories 


Diesel & int-combustion engines 


Gas turbines 


Steam engines & acces. 
Steam turbines & acces. 


PIPING, VALVES & FITTINGS 


Blast gates & goggle valves 
Flexible metal tubing 


Heat insulation 


Pipe 


Grinding mills & pulverizers 
Stokers 


HEAT-EXCHANGE EQUIPMENT 


Float 
Boiler & condenser tubes oets & Sellows 


Flow meters 
Condensers 
d Gauge glasses 
Cooling towers 

Feedwater heaters 


Fuel economizers 
» HEATING, VENTILATING & AIR 


CONDITIONING EQUIPMENT 
Air conditioning eqpt. 


Scales & balances 
Tachometers 


o 


Temp. inst. 2. 


Air filters & purifiers 


i t. 
Comfort heating eqp Bolt dressings 


Clutches 
Flexible couplings 


Dust & fume collectors 
Humidifying equipment 
Refrigeration equipment 


Gears & pinions 
Unit heaters 


Motor bases & mounts 


Ventilators 

LUBRICANTS 

Graphite & graphite pdts. 
Industrial lubricants Belting 
Lubricating systems 


Oil purifiers & filters 
MAINTENANCE MATERIALS & SUPPLIES 


Alloy steels 


Universal joints 


METERS & INSTRUMENTS 


Combustion control sys. 


Liquid level instruments 
Pressure inst. & recorders 


controls 
MECHANICAL-TRANSMISSION EQPT. 
Ball & roller bearings 


Pillow blocks & bearing units 
Power transmission chain 


Pulleys, sheaves & sprockets 


Sleeve bearings & bushings 
Speed reducers & worm gears 


Variable speed transmissions 


Metal pipe 
Pipe & tube fittings 
Pipe hangers & supports 


strainers 


Steam purifiers 

Steam traps 

Valve control apparatus 
Valves & accessories 


PUMPS & COMPRESSORS 
Compressed air purifiers 
Compressors 

Oil seals & retainers 


Packing & gaskets 
Pumps 


TOOLS 

Abrasive & grinding wneels 
Boiler tube cleaners 
Drafting eqpt. & supplies 
Hand tools, general 


Pipe bending machines 
Pipe cutters & threaders 
Portable power tools 


WELDING & CUTTING EQUIPMENT 


Electric welders & cutting equipment 


Welding controls & timers 
Welding rods and wire 


MISCELLANEOUS 
Boiler & pipe compounds 


Casting & forgings 
Chlorinators & ammoniators 
Felts & felt products 


Fire extinguishers 
Flooring grating & flooring covering 
Hose fittings & couplings 


Ind'| water-condit. eqpi. 


Rubber hose 


Screws, 


Plumbing fixtures 


Rust removers & preventatives 
nuts & bolts 


Tanks & pressure vessels 


Washers & shims 
Waterproofing compounds 


Waterworks & sewage eqpt. 


Wire rope 


NEW BUYING BOOKLET READY — Write today for your copy of “THEY BUY,” a handy compilation, of 
exactly what the new readers of OE purchase ior their plants, and showing precisely how strong a 
buying factor they are. Contains data on more than 120 different products and equipment in 16 differ- 
ent power field classifications. New facts and figures never before available—from a face-to-face survey 


of 844 completed field calls. 


AND YOU CAN BUY space in OPERATING ENGINEER at the very economical rate of $200 per page (12 


times), 


for 20,000 circulation. Please write for details on this new marketplace. 


OPERATING ENGINEER 


A McGRAW-HILL PUBLICATION * 330 West 42nd Street, New York 18, N.Y. 


Advertising Age, December 8, 1947 


gentlemen in this audience make 
and distribute,” Mr. Abt declared, 

Three of the oldest brand names 
which received the foundation's 
certificate were Old Medford 
Brand rum, introduced in 1715, 
manufactured by M. S. Walker, 
Inc., Boston; Baker’s Premium No, 
1 chocolate, introduced in 178), 
manufactured by Walter Baker % 
Co., subsidiary of General Foods 
Corporation, Dorchester, Mass., 
and Caldwell’s rum, introduced in 
1790, manufactured by A. & G. J, 
Caldwell, Inc., Newburyport, 
Mass. 


Vance Names Hendricks 


M. S. Hendricks, formerly with 
Welding Engineer, has been 
named circulation manager of 
Vance Publishing Corporation, 
Chicago, publisher of American 
Lumberman & Building Products 
Merchandiser. 


Names Barlow Agency 

Ames Iron Works, Oswego, 
N. Y., has appointed Barlow Ad- 
vertising Agency, Syracuse, N. Y., 
to handle its advertising. 
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a powerful selling force 


tra-powered for extra selling by the 


\ hich delivers it every week into 


LiLELRA LALA RA RRA RAR EARZRAASZASZSASZLALAAAAAALAAAAAAA SA AS 


nore than 1.000.000 best-customer U. S. homes 


big Sunday edition of The New York Times... 


Advertising Offices: 

Vew York: 229 West 43rd Street 

Boston: 140 Federal Street 

Chicago: 333 North Michigan Ave. 
Detroit: General Motors Building a 


Los Angeles: Sawyer Ferguson Walker Co., 645 South Flower Stre 


San Francisco: Sawyer Ferguson Walker Co., Russ Building 
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*From trade paper ads 
addressed to their dealers. 


*"We consider THIS WEEK more than just 
another big magazine with a big cir- 
culation. ..Each ad sells. It sells 
right in your neighborhood. It brings 
home immediate results. It works hand- 
in-hand with your own newspaper ads." 

L. E. Meyer, Advertising Manager 
International Cellucotton 
Products Company 


*"THIS WEEK Magazine plays a very inm- 
portant part in our national plans, 
because that's the kind of national 
advertising that does a local sales 


job for our dealers and wholesalers." 
John S. Swersey 
Vice-President, 
Huyler's Inc. 
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Lhe b2 Covers POVING that 


"lwo media are 
‘better than one’ 


Next time you plan a magazine cam- 
paign, put it in the magazine that comes 
wrapped in that “5th Cover,” the Sun- 
day newspaper. 


‘And watch what happens when you 
have two great advertising media work- 
ing for you, instead of one. 


Watch THIS WEEK’s magazine power 
go to work for you on more than 8% mil- 
lion homes, 19 million readers — every 
4th family in America. 


And then watch how 24 key market 
newspapers—the dealers’ favorite ad- 
vertising media—turn that coast-to-coast 
powerhouse into a local sales campaign 
that talks the retailer’s language. 


Then you'll understand why Kotex 
considers THIS WEEK Magazine “more 
than just another big magazine with a 
big circulation.” And why Huyler’s calls 
THIS WEEK “the kind of national adver- 
tising that does a local sales job for our 
dealers and wholesalers.” 


THIS WEER 
pov #5 wilon cincuaTion Raa ov WILiON READERS ¢ 


AND 24 OF AMERICA’S MOST INFLUENTIAL NEWSPAPERS 


The Atlanta Journal Des Moines Sunday Register The Philadelphia Sunday Bulletin 
The Baltimore Sunday Sun The Detroit News The Pittsburgh Press 

The Birmingham News The Indianapolis Star Portland Oregon Journal 

The Boston Herald Los Angeles Times Rochester Democrat & Chronicle 
The Chicago Daily News* The Memphis Commercial Appeal St. Lovis Globe-Democrat 

The Cincinnati Enquirer The Milwaukee Journal San Francisco Chronicle 
Cleveland Plain Dealer Minneapolis Sunday Tribune The Spokane Spokesman-Review 
The Dallas Morning News New York Herald Tribune The Washington Sunday Star 


"Saturday Edition 
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Buys WORD Stock 


Walter J. Brown, president of | 
Station WORD, Spartanburg, S. C.,| 
has acquired the majority shar 


of the stock in Spartan Radiocast- 
tion, formerly held by the Spar- 


€ company is capitalized at $100,- 
000. General Newspapers, pub- 


|/papers, owned 333 shares of the 
| Seemoneting company’s stock. 


WPRO Promotes Schoen 


*YOUR DIRECT MAIL* 


the day you want it 
the way you want it 


eee 
‘i . Arnold F. Schoen Jr. has been 
Direct Mail Specialists appointed general manager of Sta- | 
eee 'tion WPRO, CBS affiliate’ in 
@ Multigraphing © Mimeographing | Providence, R. I. Formerly sales 
@ Mailin ®@ Addressing 7 A 
@ Addressograph Lists manager of the station, he suc- 
@ Varityper Composition ceeds Fred R. Ripley. 


CALDWELL 


Heatron Names Stephens 
LETTER SERVICE Heatron, Inc., Wilmington, Del., 
5 WEST ONTARIO STREET has appointed Henry A. Stephens, 


SUPerior 8154 ; |Inc.. New York, to direct its ad- 
+ = Gina, | vertising and public relations. 


ing Company, owner of the sta-| 


‘»|tanburg Herald and Journal. The) 


|lisher of the Spartanburg news- | 


Advertising Age, December 8, 


DE LUXE—An addition to the food line of P. J. Ritter Co., Bridgeton, N. J., is 

this Ritter Pleasure Chest containing 16 units. While it will be available all 

year, the company is merchandising it by direct mail in the East for Christmas 
gift use. 


Birken Joins Detecto 


Morris Birken, formerly in the 
sales department of Carme)- 
Bronson Corporation, Mount Ve:- 
non, has joined Detecto Scale; 
Inc., Brooklyn. He will conce) 
trate on the promotion of Detect. 
Gram industrial scales. 


Join Forces in PR 


Consultants Ltd., San Francisco, 
has become an associate of I)- 
ternational Associates, overseas i))- 
dustrial and public relations con- 
sultant, New York, giving both 
companies expanded public rela- 
tions facilities. 


Promotes Caddy Queen 


Caddy Queen, a folding, light- 
weight aluminum golf cart made 
by Kaddy King, Inc., Renton, 
Wash., has been placed on the 
market in the Pacific Northwest 
and is being promoted in Seattle 
newspapers for the Christmas 
trade. The copy is placed direct. 


DAILY NEWSPAPER IN 
MAJOR MARKET. 


Earns over $30,000. 


For sale $100,000. 


Box 6895, ADVERTISING AGE 


330 W. 42nd St., New York 18, N. Y. 


Says ABC Hides 
‘Foul’ Circulation 
Building Methods 


Cuicaco—‘The advertising space 
buyer’s blind, uncritical worship 
of the ABC report” often penalizes 
'“the publisher and_ circulation 
manager who get subscriptions 
really sold on editorial merits,” 
charges Floyd L. Hockenhull in an | 
editorial in the November Cir- 
culation Management Magazine. 

“The ABC report,” he continues, 
“today, as it has for over 27 years, 
‘may, and often does, hide the 
foulest, highest pressure circula- 
‘tion methods which exist. And to 
the uncritical advertising space | 
/buyer, the ABC report often makes 


'Appoints Scribner 


| Builders’ 


Names Thomas Pipkin 


| 
| 
Thomas H. Pipkin, formerly | 
sales representative and dovetey. | 
ment engineer of Dearborn Stove | 
Company, has been named special | 
sales representative on commer- | 
cial non-aviation products for 
Texas Engineering & Mfg. Com- 
pany, Dallas. 


| 


Harvey A. Scribner, president 
of Russell T. Gray, Inc., Chicago 
industrial agency, has been named | 
chairman of the 1948 Road Show | 
committee by the American Road | 
Association. The show | 


will be held in Chicago, July 16- | 
24, at Soldier Field. 
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really clean, profitable, easily-re- | _—" _ 

‘newable circulation appear unde-| —Ma"s ovens 

| sirable.” ovat avers 

Mr. Hockenhull cites the mis-  8,8,* oe 

|representations of circulation can-| ",*,° oe? 

rT) s ” eee see 

vassers who ask for “donations — ye 

|for wheel chairs and similar items, =", ‘= 

‘sometimes stating that the sub-| ,*,%, oa" 

| scriptions are merely gifts to those ovat wee 

| who donate. =! ‘ate 

‘Circulation Is Clean’ ‘_", oats 

| “The ‘subscriber’ can be hood- oven! 7. 

| winked, gypped, browbeaten and =“, 7. 

|‘sold’ by such methods and may mma’ a 

‘ end ‘not even realize he placed a sub-| |,%,%, wane 

market. _ Trading Area 5P 'scription,” says Mr. Hockenhull. onan nee 
A Louisvil - State put “Yet on the ABC reports, the cir-| ‘s"s™ were 
1 m the Oo the | culati i 1 i os one 
The peop » i the rest lowest a = ee | ete”, ae" 
than 4 : at the The editorial asks: “Shouldn’t| ,*,%, ‘ate 
y ithe ABC add another circulation] :"s"s' “—, 
standard to the excellent ones it| (ats! onate 

jalready has? Shouldn’t it add a| ',8,*, . ? -_ 

standard that will stop the high-| 's"_", Hubert is a Typophile. He loves every little mene 

|pressure gyp methods that today, a tans! 

- _ Sei s 

fote~ sila ao a Oe i serif, ascender and descender. It breaks his heart tatee 

_ In a final punch, Mr. Hocken-| ®a%e' nets 

hull poses the question: “Does the| t s,s, to see these minutiae lost in reproduction. “76, 

ABC know about the skulduggery anmn tates 

and high pressure and flim flam?| ‘s".—", ‘ ge 

I couldn’t say. Or could it be, _n. Is happiest when he knows his photo offset work is ye 

as someone at the last ABC con-| ,8,8,' oe "e"s 

ivention put it: ‘Nuts. The ABC)! ,®,",' me's 

'just doesn’t want to stick its neck — being done by me 

out’?”’ 8,8, one 

(ae a 
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Issues ‘48 Roster “ THE VERITONE COMPANY tere! 

The American Designers’ Insti-| ee "5 

tute has prepared a 1948 roster of | i "5 

its active, junior and associate| ,s,s, 57 W. Grand Ave. * Chicago 10 * Whitehall 5957 s*0"e 

| members. Copies may be obtained ans Pore 

| from the American Designers In- a "ae SBeeaeeentesepeueepeepeepeempeeepeepeepeeepeepeepeeeeeeeeeeees o** 

|stitute, Roster Committee, 115 E. ee 

| 40th St., New York 16, at $5 each. eet ee ee ee ee ee ee ee ee en ee ee ee ee ee nets te eee 
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Tested 


ireulation 


How it is Tested 


For 14 years the circulation of The United 
States News has been built entirely by one pri- 
mary method — direct-by-mail from our own 


offices. 


if 


No field canvassing organization is employed. 


f 


The United States News has a definite rule not 
to offer new readers a subscription for more 


than one year. 


k 


This rule is in effect so as first to test readers 


with 9 months subscriptions. 


Longer term subscriptions are offered only 
after a subscriber has tested The United States 
News by taking an initial 9 months or 1 year 


subscription. 


WHEN AN ADVERTISER BUYS SPACE IN 
THE UNITED STATES NEWS, HE IS BUYING 
TESTED READER CIRCULATION 


THE ‘ 


BASIC NEWS | 


L. 


BEHLKE, 


ADVERTISING DIRECTOR 


30 ROCKEFELLER PLAZA, NEW 
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‘Bulletin’ Wins 
FCC Approval 
of WCAU Purchase 


WASHINGTON—The FCC Monday 
permitted the Philadelphia Bulle- 
tin to take over WCAU, the 50,000- 
watt CBS outlet acquired last 
spring with the purchase of the 
Philadelphia Record from J. David 
Stern. 

At the same time, the commis- 
sion approved other facets of a 
complicated station shuffle leaving 
the Bulletin with WCAU, an FM 
affiliate, a television construction 
permit and $800,000. 

In taking over WCAU, valued 
at $2,900,000, the Bulletin adopted 
WCAU-FM as the call letters for 
its affiliate and WCAU-TV as the 
‘call letters for the prospective 
video station. 


“.,, AND WITH } 
SPORT YOU JUST 


CAN'T MISS."* 


*In little over a year Sport has rolled up over 
Y2 million circulation. Guarantee goes from 
400,000 to 500,000 starting March 1948. 
Orders placed before Dec. 20, 1947 enjoy 

prevailing rates through May 1948 issue. 


Durr, Jones Protest 
The Bulletin’s own 5,000-watt 
WPEN passes to the Sun Ray Drug 
Company for $800,000. Sun Ray 


also gets an FM station formerly 
operated by the Record as WCAU- 
FM, now to be known as WPEN- 
FM. 

Commissioners Clifford Durr 
and Robert Jones protested that 
approval of the transfers should 
have been contingent on a public 
hearing. Since WCAU was part 
of a “package,” including Mr. 
Stern’s newspaper properties, the 
commission did not obtain data on 
the price paid specifically for radio 
properties. 


Names Creech A.M. 


Harvey Creech, in the advertis- 
ing department of E. L. Bruce 
Company, Memphis, since 1936, 
has been appointed advertising 
manager of the company, succeed- 
ing Holton C. Rush. 


3 to Woodard & Fris 

Woodard & Fris, Inc., Albany, 
has been named to handle the ad- 
vertising of Hall & Co., Delmar, 
N. Y., Pen Crafts Associates, Al- 
bany, and the First Trust Com- 
pany, Albany. 


FOCUS NEW 
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Because Sono-Vision requires no 
darkened room; operates continuously 
without the presence of an operator, 
and can be used almost anywhere 
electrical current is available, it makes 
the dramatic, attention-getting medi- 
um of motion pictures a new sales 


device. In store windows, at retail 
counters, on dealer floors, in transpor- 
tation terminals, in office lobbies — 
anywhere you want to tell your story, 


ee 


# + 


the cabinet mofion picture projector 


eee 
SSE ee 


hie 


MILLS INDUSTRIES, Incorporated * Office and Display Room: 2212 Merchandise Mart * Dept. 311 * Chicago 54, Illinois 


you can with 16 mm sound motion 
pictures and Mills Sono -Vision. 

It is ready to use the moment you 
-plug it into an electricaloutlet . .. and 
it operates for as long as you wish 
without more than occasional atten- 
tion. The new Mills Automatic Humid- 
ity Control makes delicate colored film 
as easy to use as black and white. 


Dairy Association 


Plans Emergency 
Newspaper Drive 


MINNEAPOLIS — The _ executive 
committee of American Dairy As- 
sociation, faced by many new 
emergency food problems—includ- 
ing threats of price control and 
rationing—has decided to divert 
some of its large advertising and 
promotion funds to “quick adver- 
tising action” via newspapers and 
for publicity. 

It thus intends to follow a pol- 
icy which the American Meat In- 
stitute has found—according to 
Roper surveys—so successful in its 
own field. 

The committee meeting here 
recommended: ‘“(1) developing 
proper understanding on the cost 
of living, emphasizing the point 
that dairy farmers provide the 
biggest food bargains of the day; 
(2) establishing golden yellow as 
nature’s trademark for butter, and 
(3) advancing the full truth of 
\the food crisis by stressing the 
|importance of the dairy cow and 
other livestock to the maintenance 
of a sound agriculture and the 
American standard of living.” 
| Dan T. Carlson, Willmar, Minn., 
|ADA president, expressed criti- 
_cism of what he called “the plan- 
|ners’ announced intention” of 
iplacing “America on a diet of 
| grains instead of the balanced and 
diversified fare that has made the 
|'American standard of living the 
‘envy of the world.” 


Tells Research Budget 


Such a program, he declared, 
“offers a triple threat to the pub- 
lic welfare of the nation”—to the 
people’s health, to the nation’s 
ability to feed itself and to “the 
American system of balanced pro- 
duction of crops and livestock.” 

The committee allotted about 
$156,000 of the total $1,200,000 
ADA ’47-’48 budget to research 
and education. Of this amount, 
$40,000 is earmarked for research 
and $50,000 for educational proj- 
ects clearing through the National 
Dairy Council. Another $24,000 
will go to the Evaporated Milk 
Association for education and re- 
search. ADA’s regular advertising 
includes use of magazines and ex- 
press truck panels. 

The committee also agreed on 
a plan to make equipment avail- 
able to ADA state and regional 
units to “provide colorful and 
effective ways of spreading the 
business gospel. of dairy food ad- 
vertising and advertising on an in- 
dustry-wide basis.” 

March 1 and 2 were set for 
ADA’s annual meeting in Chicago. 


Scott Joins Art Statt 


J. Alexander Scott, formerly as- 
sistant art director of Charles L. 
Rumrill & Co., Rochester, N. Y.., 
has joined the art staff of the 
Printing House of the Leo Hart 
Company. 


To Dinion & DuBrowin 


Leading Lady Brassiere Com- 
pany, New York, has named 
Dinion & DuBrowin, New York, 
to direct its advertising. 


HOSIERY. 


‘Madison Ave., New York 


Advertis 
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Advertising Age, December 8, 1947 


Telecoin Sets 
Stage for Cold 
Juice Vendors 


New York — Telecoin Corpora- 
t.on will distribute shortly 25,000,- 
000 cans of fruit juices and choco- 
Jate milk as the initial distribution 
for introductory operations of its 


penser. 


Company trucks will distribute 


Warehousing facilities now are|the stock to individual operators 
being established at key points|in areas within a radius of 100 to 
| throughout the country to receive|150 miles of large cities, in an at- 


'shipments from 
contract packers, which 
|College Inn Food Products Com- 
‘pany, Chicago; 
| Company, Swedesboro, N. J.; Phil- 
lips Packing Company, Cambridge, 
|Md.; John C. Morgan Company, 


Edgar F. Hurff! 


the company’s|tempt to reduce handling, ware- 
include | housing and transportation costs. 


Perry Opens Agency 
Gerald F. Perry, formerly art 

director and production manager 

of Ratcliffe Advertising Agency, 


pew Tele - Juice coin - operated | Traverse City, Mich., and Red | pallas, has opened Perry Adver- 
vending machine.. The company Cheek Fruit Cooperative, Cham-|tising at 52312 S. Ervay St., Dal- 
was a pioneer in the operation of | bersburg, Pa. las. 

coin-operated washing machines. 


49 


Names Whitehead Changes to Rotogravure 


Howard Whitehead, formerly Effective with the Dec. 14 is- 
|on the staff of the Wichita Eagle, | sue, the Philadelphia Inquirer will 
has been appointed manager of|print its Sunday book section in 
the Wichita office of Watts, Payne-| rotogravure. The book section 
Advertising. The Wichita office} was launched a little more than a 
has been moved to 319 Central| year ago. 


building. ——_——_—_—_——_ 

| ae ee ‘Appoints Alan Kusik 

| Plan Machinery Exhibit | Alan Kusik, formerly with Ciba 
| The third Southern Machinery Pharmaceutical Products, Inc., has 
|and Metals Exposition will be held | been named sales manager of the 
/in the Municipal Auditorium, At-| biologicals division of Heyden 
|lanta, April 5-8. Chemical Corporation, New York. 


Tomato cocktail, tomato juice, | | 
apple juice, orange juice, a com-_| 
bination orange-grapefruit drink 
and grapefruit juice are six of the 
seven flavors to be sold initially, 
at 10 cents a can. 

Within a year, thousands of the 
Tele-Juice machines are expected 
to be in operation. The device | 
operates on a gravity principle, 
and can stock 300 six-ounce cans | 
of refrigerated juices in six flavors | 
simultaneously. It contains a re-| 
cessed can opener, a disposal unit | 


for empty cans and a straw dis- | 


We predict... 


a 


circulation ~ 

_Increase—a 

AG 

increase © 

since 1944. 1947 CIVILIAN INCOME IN THE 
LOS ANGELES TRADING AREA 


..» THAT THE NET DISPOSABLE 


WILL EXCEED $6,000,000,000 


Los Angeles —the nation’s third largest 

and richest market continues to grow still larger 

and still richer. Reach it effectively with 

the Herald-Express, preferred in thousands more homes 


than any other evening paper in the West. 


Represented Nationally by Moloney, Regan & Schmitt, Inc. 
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Kaiser-Frazer 


to Double | 


Output and Advertising — 


(Continued from Page 1) 
an f.o.b. factory retail value of 
about $300,000,000 there’s 
basis for boasting. 


Widening Lead Now 


The new K-F organization 
moved ahead of the long-estab- 
lished “independents” last Sep- 
tember, and since has widened its 
lead. 

In contrast with a loss of $19,- 
284,681 in 1946, K-F in 1947 will 
show a profit of about $20,000,000. 
Early-year losses were turned in- 
to an $8,277,000 profit in the third 
quarter. In October alone the 
company made $5,700,000. 

On Oct. 1 Kaiser-Frazer started 
to repay, at the rate of $360,000 a 
month for 33 months, a $12,000,- 


. 6000 loan from A. P. Giannini’s 


Bank of America, San Francisco, 
which Henry Kaiser and Joe 
Frazer personally had endorsed. 

For 1948, Edgar F. Kaiser told 
AA, K-F has scheduled produc- 
tion of 329,000 cars. Edgar, H. J.’s 
older son, is vice-president and 
general manager of the corpora- 
tion. 


May Clear $50,000,000 


At present prices, this would be 
a retail volume, f.o.b. factory, of 
more than $650,000,000, and an 
actual factory volume—after 244% 
to distributors and an average of 
about 25% to dealers—of about 
$450,000,000. 

Spreading over more cars its 
$30,509,317 worth of plant and 
equipment, developing surer and 
more direct sources of supply, and 
improving production methods in 
this only straight-line automobile 
production plant, where steel 
sheets come in one end and com- 
pleted cars go out the other, K-F 
may clear $50,000,000 in 1948. 

It may even be able, then, to 
pay dividends to its 35,000 stock- 
holders. Some New York brok- 
ers still list K-F as “highly specu- 
lative,” but its stock is doing 
pretty well now. Originally worth 
about $10, it dropped early this 
year to around $5, and currently 
is listed on the New York Curb 
Exchange at about $16. 


Frazer Group Holds 18% 


Of about $54,000,000 of stock 
outstanding, the “Frazer group,” 
including Graham - Paige, holds 
about 18% and the “Kaiser group” 
about 12%. The public owns 
about 70%. 

Kaiser and Frazer take their re- 
sponsibilities seriously. The “Big 
Four” isn’t all bragging. They 
mean it. They’re in this business 
to stay, and to grow. 

To assure doubled output in 
1948, K-F not only is working 
more closely with its 3,000 “vend- 
ors” or suppliers (it has spent 
$9,000,000 to tool them up) but is 
filling more needs from its ex- 
panding owned or controlled 
sources. In November Willow 
Run went on second shift. Steady 
production has been assured by a 
new contract with UAW, and in- 
creased production by gradual re- 
duction of parts and motions, by a 
workers’ bonus system based on 
output, by hundreds of promotions 
from the ranks, by safer and 
cleaner working conditions ... 
and the loyalty of 17,000 workers 
to the management. 


Will Add 1,000 Dealers 


To sell this output, under Frazer 
and W. A. MacDonald, vice-presi- 
dent for sales and advertising, 
some 1,000 dealers will be added 
in the next year to the present 
group of 3,990 (already the fourth 
largest in the country). 
is launching a service organiza- 
tion to help dealers meet users’ 


needs in any part of the country | 
within 24 hours. 
To bring in new buyers, K-F is | 
doubling its advertising expendi- 
tures from the 1947 total of $3,- 
000,000 to more than $7,000,000 in 
1948 — under Frazer, MacDonald 
and Norris Nash, sales promotion 
manager, and through Swaney, 
Drake & Bement advertising 
agency. 

In charge otherwise of spread- 
ing the word about K-F progress 
are Orton B. (Tony) Motter, vice- 
president for public relations, and 
Hal Babbitt, p.r. director at Wil- 
low Run. Their expanding staff 
already has a lot of grist for the 
mills of writers and commentators. 
The word miracle, applied to the 
American economy, has been 
overworked. But it is probably 
safe to say that no company in 
any industry in peacetime ever 
has gone so far so fast. . . 

Nor has any, in two years, sur- 


canned answers. Above all, the 
outfit is flexible. It can meet situ- 
ations quickly, around the table or 
by phone calls between Oakland, 
Willow Run and New York. It 
provides room for disagreement. 


Show Multiple Interests 


It would oversimplify things 
to say that Frazer is primarily 
sales-minded and Edgar Kaiser 
primarily production-minded. Ed- 
gar is concerned with making a 
saleable product, and Frazer was 
largely responsible for the design 
of the present cars. 

Henry J., as chairman of the 
board, is responsible for both— 
and a lot of other things. 

He also proved a pretty good 
difference-dissolver. 

In a talk at Ypsilanti, Mich., 
near Willow Run, last Sept. 25, the 
day K-F produced Car No. 100,- 
000, Frazer said: 

“Kaiser-Frazer is unique in that 
it is the only new company in the 
35 years since I entered the in- 
dustry that has not been organized 
from the ashes of an older one... 
It is brand new, with new engi- 
neering, new equipment, new 
ST ag 


Formed by Two Groups 


mounted so many obstacles. 


Faced Real Sales Job 


This article deals primarily with 
K-F’s work in getting its company 
and its cars sold and accepted. A 
second will deal with K-F’s job— 
and it’s a sales job too—of getting 
more and more cars built. 

My K-F inquiry began with a 
talk on the Kaiser empire with 
H. J. in his Oakland headquarters 
last summer (AA, July 7). But it 
really started moving with Frazer 
and Motter in New York in No- 
vember. It developed with Mot- 
ter and Babbitt on the New York 
Central’s Detroiter; on several 31- 
mile trips with K-F men along the 
Expressway between Detroit and 
Willow. Run. 

Then followed hours in the main 
plant by “buffalo train’” and afoot. 
(The buffalo is Kaiser’s symbol. 
The Frazer car bears the Frazer 


FATHER AND SON—Henry and Edgar 
Kaiser admire the plaque presented to 
Kaiser-Frazer by the Ypsilanti Chamber 
of Commerce in commemoration of the 
company’s first 100,000 automobiles. 


family coat-of-arms with the 
words, “Je Suis Pret,’ “I Am 
Ready.”’) 

Sees Supplier Plants 


Then came talks with Edgar 
Kaiser, MacDonald, Michael Mil- 
ler, v.p., engineering; with work- 
ers and _ expediters, including 


K-F also | 
jthat K-F still is too young and 


jigan and Indiana. 
foundry in Dowagiac nearly 
ruined my Sunday suit.) Then 
“impressions” of dealers and K-F 
owners. 

And finally, at Edgar’s sugges- 
tion, I saw Henry Kaiser again, in 
New York. Over hamburger sand- 
wiches at his desk in the British 
Empire building, Henry helped 
me add up the score. 

One reason for seeing him was 
to dissolve “differences” in some 
things Joe Frazer and Edgar 
|Kaiser had told me. Probably the 
differences spring from the fact 


jrampant for fixed policies or 


| Yet K-F arose primarily from 
two potent nuclei, the Kaiser 
crowd and the Frazer crowd. In 
the former group are several 
Kaisers, Clay P. Bedford, v.p., 
manufacturing, Mike Miller, and 
about 200 more, many of whom go 
'back to H. J.’s early dam-building 
|days. Frazer executives include 
MacDonald and Motter, and other 
men who have followed him from 
Graham-Paige, and even from 
Willys-Overland and Chrysler 
Corporation. 

One group brought varied and 
practical production and engineer- 
ing experience, the other a lot of 
practical automobile experience to 
| the job. The outfit was new but 
its members were not neophytes. 

As general sales manager of 
Chrysler, 15 years ago, Frazer 
helped to put Plymouth in the big 
time with the slogan “Look at All 
Three” (created by the late J. 
Sterling Getchell). Frazer admits 
that he adapted it to K-F: “Com- 
pare the Cars of the ‘Big Four.’ ” 

Frazer was impressed with the 
Dodge Brothers’ policy (before the 
brothers sold to Chrysler) of con- 
tinuing improvements and no 
yearly models. 


‘Some Face-Lifting’ 


He told AA: “We'll do that too. 
Until Dec. 1 our cars were 1947 


Horan Weel 


COMPLIMENTS “THE IMPORTANT SEW 
STYLE TREND” ESTABLISHED BY THE 
KAISER AND THE FRAZER 
Designer and member of New York’s world-famous 
fashion firm of Traina-Nowell, Norman Norell is 


dustingviahed for the many mew trends in women’s 


which are running in women's 


# ae: 
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There 6 purpose behind the signified siaplictey of line that makes the 


KAISER ancl the BR478R So vutatanding in exterior besuty, That purpose ts 

twofold —- mere inet roominess, and bedter wigien for driver and passen. 

gers. The entive of these cars & utiliaed’, iavadey The fensters sweep in 

uabroken lines frows headlamps to rear deck. The industry wt follow chi: 

postwar trend? You will admire the beautifully tailored interiors, too. Here is 

KASER. PRATER CORPORATION © MHLOW RUN, MICHIOAN truly luxurious transportation with the glamorous touch af tomorrow 
“THe REAUCTY AND DISTINCTION or Custom CAR STVYLINC* 


WOMAN APPEAL—One of the color pages directed specifically at women 


service and fashion magazines. 


| 
40,000 cars.) On the other hand, 
the prices of others will go up but 
ours won’t.” 

Edgar Kaiser said: “We're not 
overcharging. At the start we an- 
nounced a medium-priced car and 
that’s what we’re selling. Auto- 
mobiles still are not priced in re- 
lation to other products.” He called 
the present Kaisers and Frazers 
(they’re all built on the same 
wheelbase with six-cylinder, 100- 
horsepower engines) a “bread and 
butter car,” but still a good value. 

Henry Kaiser said: ‘Our car is 
the best motor car value on the 
road today—on the basis of vision, 
roadability, roominess and econ- 
omy. You can add beauty and 
styling too. 
compare our six-passenger car” 
(its. over-all width is 72% in- 
ches) “with fouwr-passenger cars. 
Soon we'll be able to measure its 
safety factors in lower insurance 
costs. 


Cites Other Advantages 


models. 
models. There’ll be some face- 
changes. We have the cars now 
that others are copying.” 

Edgar Kaiser said: “We are 


including possible rear-engined 
cars. But we don’t intend to make 
them until we see a change in the 
basic trend of styling, or until 
competitive conditions make _ it 
desirable.” He added that a con- 
vertible model, to be introduced 
next spring, will 
“basic changes.” 
Henry Kaiser said: “Joe and 
Edgar aren’t really quarreling. It’s 
simply the difference between a 


some jumps in a K-F Beechcraft | short-range and a long-range pro- | 
plane to supplier plants in Mich- | 
(Doing the)! 


gram. For the present I think 
we'll follow the continuing im- 
provement plan. But we'll try to 
| be ready for eventualities. Always, 
we’re working to provide a better 
and lower-priced car—but it will 
be a large one.” 


Won’t Advance Prices 


Are K-F cars overpriced today? 

Joe Frazer said: “We have to 
get while the getting’s good. We 
have to strengthen our cash and 
reserve position. We owe that to 
our organization, our dealers and 
stockholders. 


Then they became 1948 | 


lifting next spring, but dical ; ; 
g eos a | when he can help it) can give you 


planning complete model changes, | 


include some 


“What other car (said H. J., 
who never drives under 85 m.p.h. 


stability at 90 or more, and can 
take curves comfortably at 60? 


|miles to a gallon-—and more with 
overdrive?” 

He added that whether or not 
prices would be raised again de- 
pends on the cost of materials. 
Even then he believes that the 
|Kaisers and Frazers will “still be 
|the best value.” 

The Standard Kaiser now sells 
‘at $1,967, f.o.b. Willow Run, after 
'two price boosts from its original 
| $1,645; the Standard Frazer at $2,- 
152, after three increases from 
|$1,795. The Kaiser Custom, in- 
{troduced in October, continues at 


| $2,301, and the Frazer Manhattan, | 
‘launched last April, is still $2,550. | 


Higher Priced Cars Sell 


Almost as many people are buy- 
ing the higher as the lower-priced 
cars. The 18,701 October produc- 
tion was divided: Standard Kaiser, 
6,970; Standard Frazer, 2,640; 
Kaiser Custom, 3,292; Frazer Man- 
hattan, 5,799. 

Who created the “car?” 


| Joe Frazer said that he “dic- 


And you’ve got to. 


What other big car averages 20) 


‘months. He took primary credit 
ifor such features as the wide 
|vision, and for the comfort and 
‘roadability, achieved largely by 
“moving the weight forward,” and 
‘for “developing power and speed 
‘without overpowering the car.” 
(Originally it was intended for 
rear-engine drive.) 


Redesigns ‘Joe’s Car’ 


But Henry Kaiser isn’t exactly 
‘modest, either. He said: “I rede- 
|signed Joe’s car on a blackboard 
‘in Oakland. I personally built 26 
‘ears and made about 15 plaster 
mock-ups. One problem we over- 
came was eliminating a blind spot 
in vision.” 

But neither Joe nor Henry nor 
|Edgar seemed at swordspoint over 
/such matters. And Henry empha- 
sized that theirs is “a group op- 


eration. We're all in this to- 
|gether.” _ 
Even in a “seller’s market,” 


'when big competitors were esti- 
/mating the total unfilled demand 
\for passenger cars at 12,000,000 or 
14,000,000, K-F has had to sell. 

In the long months between the 
first showing at the Waldorf-As- 
'toria, on Jan. 26, 1946, when 186,- 
000 people turned out to see the 
first hand-made Kaiser and Frazer 
cars, and the first trickle of cars 
‘off the Willow Run lines in July, 
the company and its dealers have 
had to sell against a lot of ugly 
rumors. 


What About Service, etc. 
K-F was “just a stock-jobbing 


proposition.” . . When cars fina ‘y 
materialized, they were “jst 
knocked together.” Even if 


‘they'd run, “what will owners °° 
for parts and service?” . 
“They’re way over-priced.” . 

Also, “what happened to e 
‘people’s small car,’ at $500, wh -5 
‘Miracle Man’ Kaiser used to‘ § 
about?” 

The first stock issue was 0\ 
subscribed 10 times. The st 
dealer floor models attracted 
000,000 orders. 

But as the months went by 14 
as the cars did not come, and t ©? 
as some of them failed to meas ‘© 
up to expectations, a lot of F 

or 
r 


|seekers either decided to wal' 


Many motor car | tated” its features. With Howard | older makes or to pay black ! 


manufacturers are not making an| Darrin, the designer, Frazer ex- | ket prices to get other cars soo ' 


adequate profit. 
which lost $131,000 this year on 


|Island City basement for about 18 


(He cited one| plained, he worked on it in a Long | The K-F backlog dwindled. 


An even tougher job, howe: © 
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vas to get the stuff to get the cars | 


uilt. Even GM, Ford and Chrys- 
ier have found only about half 
-he steel they required, and many 
other materials are even shorter. 
Ki-F was a newcomer with no 
established sources at all. 

That was primarily Edgar 
Kaiser’s job. If medals are ever 
bestowed for K-F’s early “mir- 
acles,” this slender, quiet, chain- 
smoking, professorial-looking 39- 
vear-old man probably will get a 
good share of them. 

A score of times in my K-F 
wanderings I heard, “Edgar 
needles the hell out of us.” And 
workers, vendors, executives all 
seemed pretty proud of him when 
they said it. 

Edgar needles himself more. 


Time for Speech-Making 


Henry and Joe have become 
sort of national institutions. They 
move around the country a lot, 
making speeches. When Henry 
isn’t being investigated by Con- 
gress he’s urging Congress to in- 
vestigate others, such as the steel 
industry. He’s also active in so- 
cial causes. When I saw him in 
New York he had just arrived 
from California on the ‘“Friend- 
ship Train” of food for France. 

Edgar travels too—but usually 
in company planes to get sources 
of steel or copper, mohair or ply- 
wood, engines or door handles or 
others of the 15,000 things which 
go into the cars. He creates 
sources, and he even makes deals 
with competitors, to their mutual 
advantage. The other day 800 
Kaisers and Frazers left Willow 
Run under Ford roof sheets. K-F 
now supplies 85% of the materials 
used for its cars by its principal 
suppliers. It is developing three 
sources of supply for every part. 

Henry Kaiser and Joe Frazer 
met for the first time in Oakland 
in June, 1945. As head of Gra- 
ham - Paige, Frazer was going 
around the country signing deal- 
ers and seeking additional capital 
and production facilities for the 
new Frazer car. 


Giannini Suggests Meeting 
In California he sought to ar- 


range a hookup with a large air- 
plane producer. Someone sug- 
gested that he see Amadeo P. | 

Giannini, founder of the Bank of | 
America. A. P. wasn’t available, 
but Frazer saw Mario Giannini, 
active head of the nation’s biggest 
bank. Mario suggested that Frazer 
see Kaiser. 

A year before Frazer had 
panned a Kaiser statement about 
the postwar possibilities of small 
low-priced cars. But the two men 
clicked. Together, they began to 
move fast. 

The next month, on July 25, 
1945, they announced - Kaiser- 
Frazer Corporation, incorporated 
under Nevada laws. They each 
invested $50,000 in it. A few days 
later they raised their collective 
ante, 50-50, to $1,500,000. 

Then, on Aug. 14, Japan threw 
n the sponge. Kaiser and Frazer 
were riding together to Perma- 
hente, near San Jose, when they 
heard the news. They pushed 
their plans into high gear and 
Stepped on the gas. 

Frazer knew more motor car 
dealers, probably than any other 
mé Just before the war he had 
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surveyed all 40,000 of them to de- 
termine their facilities for war 
work. He had directed the sale of 
millions of cars. He knew motor 
car financing and production—had 
recently increased Willys - Over- 
land production, chiefly Jeeps, 
from $9,000,000 to $170,000,000. 
Kaiser had produced literally 
hundreds of products. In war 
work he estimated that his com- 
panies saved the people of Amer- 
ica $465,924,000, mostly on ships 
and steel. Among more than a 


score of Kaiser companies were 
several, such as Permanente Met- 
als and Fontana Steel, which in 
time could serve the new corpora- 
tion. 


Ante Going Up 


The next day the pair boosted 
their combined investment in 
Kaiser-Frazer to $5,000,000. Then 
they got Cyrus Eaton of Otis & 
Co., Cleveland, to underwrite a 
$23,500,000 stock issue to the pub- 
lic. (First California Company 


and Allen & Co., New York, also 
participated.) The stock was of- 
fered Sept. 30. 

Meanwhile, Graham-Paige had 
leased Willow Run. Early in Oc- 
tober K-F signed for one-third of 
its space. K-F was to build the 
Frazer under contract with G-P 
and the Kaiser on its own. G-P 
couldn’t meet its share of the 
financial requirements and later 
pulled out, getting K-F stock in 
payment. A second public stock 
offering, on Jan. 4, 1946, increased 


K-F’s capital to $54,000,000. 

This was small ammunition for 
a real fight in the tough and costly 
automobile business. K-F needed 


WILLIAM PURCELL, FORMERLY OF 

BARRY STEPHENS & KLING STU- 

DIOS, IS NOW ASSOCIATED WITH 

CHARLES DIXON INC. PHOTOG.- 

RAPHY, IN THE CAPACITY OF 
SALES MANAGER. 


We haven't noticed any of Woman's Day 


advertisers climbing into fox holes at the threat 


of recession. To the contrary, they're foxy 


enough to realize the potential inherent in the 
$11,637,000,000 disposable income that 


our more than 3,000,000 housewives and mothers 


will spend in '48 satisfying the appetites of 


the 11,400,000 individuals who comprise 


their collective families: 


$4,462,000,000 for Food and Tobacco 
$1,795,000,000 for Clothing, Accessories, Jewelry 
$ 188,000,000 for Toiletries and Beauty Parlors 
$1,459,000,000 for Household Operations 

$ 140,000,000 for Drugs and Appliances 


Woman's Day baits your advertising trap with an editorial 


interest that produces the greatest single copy sale of any 


magazine in existence; that has pulled as many as 


600,000 reader letters and 700,000 requests for instructions 


(without advertising influence) in a single year. And, at 


the lowest page rate per thousand of any women’s service 


magazine. Here, with 71% of its circulation concentrated 


in cities of 10,000 and over, is the greatest concentration of 
ptice-conscious, economy-minded women in America. 


Advertisers who count costs court women who count pennies. 


FOUND MONEY—A satisfied pay-as-you-go advertiser writes: “So far, 
we* have received nearly 12,000 orders (for a $2.98 book) from this 
page, and the returns are still coming in. Naturally, I am greatly pleased 
with these results which I consider strong evidence of the responsiveness 
of Woman’s Day readers.” 


because buying is a woman’s business: 


= Womans Day is never done selling! 


* Name upon request. 
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at least $100,000,000. But with nearly $23,000,000 
this, and the Giannini loan, they | government bonds). 
had to get going. For sake of contrast: General 

Last Sept. 30 its total assets! Motors’ total assets on Sept. 30 
were $86,967,884. Its current as-| were $2,391,438,648, or 27 times 
sets rose in the nine-month in-|as large as K-F’s. And GM’s 
terval from about $25,400,000 (in-| earned surplus (not including cap- 
cluding $7,266,000 in cash) to) ital surplus) was then $772,589,- 
about $49,000,000 (including) 535. K-F had no earned surplus 


REACH THE 


in cash and 


But the youngest of the “big 
four” seems undismayed by such 
figures. Kaiser and Frazer have 
gone right on slugging at the 
Goliaths. 

Already they have got the jump 
on competitors by offering “imme- 
diate delivery” on all their cars, 
in a choice of 23 colors. They in- 
tend ultimately to offer a car in 
every price bracket. They also in- 
tend, as MacDonald told AA, “to 
give the public improvements as 
we develop them. Other manufac- 
turers have held off. Usually the 
big companies have adopted im- 
provements only after the inde- 
pendents have created acceptance 
for them.” 


Seller’s Market to Last 


Frazer expects the selle?’s mar- 
ket to last at least two years more. 
“There’ll be a tremendous buying 
surge again in the spring when a 
lot of people realize that the old 
jalopy won’t stand up another 
year.” 


*The Post is edited for 
the active, buying half 
of Cincinnati — people 
who are going places— 
who actively respond to 


pe where,” to compete with GM, 
advertising. 


Ford and Chrysler. It now has 
3,990 dealers and 160 distributors, 
including overseas. All distribu- 
tors also are dealers. Less than 
10% of current production goes 
abroad, and of this 35% goes to 
Canada. 

Combined worth of the present 
dealer-distributor group is esti- 


incinnati 
Post 


reaches 56% OF CINCINNATI 


WORCESTER’S 


PROSPERITY 
is your 


Worcester retail sales are up 13% 
for the first 8 months of 1947 as 
compared with the high mark of last 
year. Department store sales went 
ahead 6%, those of the Apparel 
group 12%, Furniture, Household 
Appliances and Radio 8%.* 
Channel Worcester’s retail pros- 
perity into sales of your product with 
advertising in the Worcester Tele- 
gram-Gazette. Daily circulation in 
excess of 140,000, Sunday over 


100,000. 


*Federal Reserve Bank 


The TELEGRAM-GAZETTE. 


ti WORCESTER, MASSACHUSETTS | . 
GeorGe F BooTnH Pub&sher- —— 


MOLONEY, REGAN. & SCHMITT, INC., NATIONAL REPRESENT 
OWNERS of RADIO STATION WTAG 


K-F will have dealers “every-.- 


matinee enna 


o> cages na 
ase i SR 
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EATING HEARTY—Henry Kaiser and Joe Frazer dip into the barbecue at the 
recent celebration marking production of the corporation's 100,000th car. 


Of the original 4,000 dealers, 
MacDonald continued, “only about 
10% have been replaced, chiefly 
because they couldn’t find places 
to do business. All the rest are 
making money now. They have 
dropped other lines, forced on 
them by the early dearth of cars, 
and are concentrating primarily 
on K-F sales and service. 
only other products which some 
of them handle are the Graham- 
Paige Rototiller and the Kaiser 
dishwasher. 


Sign 30% of New Ones 


“Dealer applications continue to | 
pile up. We sign only about 30% 
of them. In the first 20 days of 


and 73 signed. Only about 5% of | 
those signed come from other 
motor car manufacturers. They | 
need not have automotive expe-| 
rience but they must have trained 
automotive personnel. 

“We intend to have the great- 
est fighting organization in the | 


“We're very earnest about being | 
permanently a member of the ‘big 
four.’ 

“From last May to August we 
brought in the distributors—one | 


/at a time—with their dealers to 
|show them what was being done 


at Willow Run.” The big Willow | 
Run airport adjoins the plant and 
many of them came by air. 


24-Hour Service 


“We told them about our serv- 
ice policies and requirements, the 


branches. User complaints 
needs teletyped by dealers can be | 
met by our men in any part of 
the country within 24 hours. The 
man will stay on the job until the 
car owner is satisfied. 

“Our field sales organization, 
now numbering 70 men, also is 
being expanded. 


the plant, showed them how the 
cars are put together and in- 
spected. 


not only long-established dealer 
and service organizations but a 
loyal and often large following of | 
users, who have been buying 


| these cars for 15 or 30 years. 
| 
Owners Bragging Now 


“But in recent months we’ve 
been able to build on loyalty too. | 
Kaiser and Frazer owners, some 
of whom have driven them scores 
of thousands of miles under all 
sorts of conditions, have brought 
in their friends. We've had to 
brag, and get controversial. But 
more and more owners are brag- 
ging for us now.” 

Last June a Los Angeles man 
named Floyd Clymer, who has 
written a lot about automobiles, 
went to Detroit and bought a 
Kaiser from a dealer, without con- 
tacting the factory. Recently he 
issued a book on his “independent 


mated at $200,000,000. |test report and 


The | 


equipment they need to do this|becomes available.” 
job, and of our plans to launch a| 
separate service organization with | 
200 men working out of 17 a from “a car a minute” 


“Other car manufacturers have | 


investigation of 
Kaiser-Frazer cars.’ 


633 miles from Kansas City to) 
Denver (altitude 5,200 feet) in 10 
hours, 10 minutes, or an average 
speed, including necessary stops, 
of more than 60 miles an hour. 
He climbed 12.7 miles up Pike’s 
Peak (14,110 feet) in 21 minutes, 
15 seconds, and to test his brakes, 
made the rapid corkscrew descent 
in neutral. 


Summarizes Comments 


In his book Clymer summarized 
comments of 100 Kaiser and 
Frazer owners he met between 
Michigan and California: 88% 
reported their cars as good to ex- 


miles to a gallon in city driving 
and 19.86 in country driving. 

Later, Clymer surveyed 3,000 
K-F owners throughout the coun- 
try, and emerged with almost 
identical figures. 


Kaiser-Frazer is now making 


industry,” MacDonald emphasized. ‘an owners’ survey of its own. 


MacDonald pointed out that the 
$10 a car which dealers contribute 
to the advertising fund is now 
being exceeded by the factory. A 
present “general release” covers 
994 newspapers, 
This list will be expanded, chiefly 
in dailies. The magazine list is 
being nearly doubled. 

K-F took its first fling in spot 
radio, on 232 stations, last sum- 
mer. The spot radio schedule is 
“being expanded as rapidly as de- 
sirable time on the better stations 
The platters 
have had to be changed rather 


theme to “more than three cars 
|every two minutes.” When the 
Wall Street Journal said last sum- 
mer that K-F could give “imme- | 
diate delivery,” K-F put that to| 
| work on the air. 

The company recently started | 
to sponsor Wendell Noble’s news- | 
| casts four nights a week on 416 


| Permanente Metals. 


Some K-F people made unfavor- 


able comments to me about various 
aspects of the company’s advertis- 
ing program, and specifically the 
| Noble broadcasts. 


Costs Are Low 


| Without comment, Henry Kaiser | 


|gave me a report which showed 
ithat on the more-or-less-valdely- 
accepted “norm” of $1,000 a week | 
for talent costs for each Hooper 
point, 
only $125, or one-eighth of the 
“norm.” 


A fault with the reasoning was | 


that Kaiser’s informant multiplied 
a 3.3 rating by four to arrive at 
a weekly rating of 13.2. But even 


at 3.3 the program was “paying | 


om.” 

MacDonald, however, said that 
“the company is not keen about 
network shows.” 

The current magazine list em- 


braces Collier’s, DAC News (De-| 


Clymer drove his new Kaiser | 


mostly dailies. | 


rapidly. In September they were | 


this program, on a talent | 
expenditure of $1,650 weekly, cost | 


| troit Athletic Club), Harper’s F,, 
| zaar, Ladies’ Home Journal, Li e. 
| Newsweek, The New Yorker, 7 \¢ 
| Saturday Evening Post, Vogue and 
Woman’s Home Companion. 


Stress Style Appeals 


| The fashion and women’s se)». 
ice magazines, and The N 
Yorker, carry a monthly style a»- 
peal. December issues feature a 
red silk taffeta dinner dress , e- 
signed by Norman Norell, with a 
small green Frazer Manhattan in 
the background. 

December issues of five weex- 
lies, will present the two trade- 


& 


marks on the theme: “It’s been 
a Kaiser and Frazer year.” This 
ad will emphasize “more than 
125,000 owners,” “millions _ of 
miles of motoring,” “service 
wherever you go,” and “early de- 
livery, regular price . . . with or 


without trade-in, and with ful] 
value for your old car.” 

Joe Frazer recently signed a 
/newspaper ad (AA, Nov. 24) 
| quoting the Wall Street Journal to 
| the effect that “Dealers handling 


November, 197 were interviewed | cellent, 12% average, fair or poor. | 
i entire group averaged 17.05) 


out of every 


eight people 


in the 
nation reads 


WOK 


“We took the dealers through | Mutual stations, alternating with | 


CAS 
Amer FAM wine 


* PEOPLE TEN YEARS AND OVER 


| 
| 


| 


Advertis 


Kaiser-F: 
est trade 

“We w 
AA, ‘“‘to § 

The K 
people I 
that the 
with ext 
pay extre 


Add 


lo the 
the comp 
ican We 
Time an 
Country 
Journal. 

‘re | 
buyers,” 
been far 

Kaiser- 
tinue to 
—‘‘corny 
it. He « 
made a 1 
Federatic 
ing Club 
temporar 
provide 

The w 
lot abo 
standard 
jarred th 
out that 
got to g 

A nev 
speech v 

“Fraze 
above et 


B: 


Last 
Corporat 
Willow | 
its 100,0 
tributors 
try sat d 
One of 1 
botham 
Knoxvil 
000, a g 
“Miss K 
girl em 
costume: 
“held” i 
Joe and 
it. Thou 
and che 

That | 
merce | 
gave a 
Kaiser < 
congratu 
15-mont 

At tl 
warned 
for “fid 
of prod 
burns.” 

Earlie 
he had ; 

“Wille 
ing yeal 
1,500 to 
lowing ° 
spring u 
out thes 

(The 
in Long 


And ji 
broadea: 
ers on € 
duction 
day by 
ers imn 
dealersh 

‘We a 
— ee 


: ie eRe RL EPIL - Tee Ae mame 
— ee eerr—“(tite.:CMCdL 
) | ‘a ee Re as i 
. ; & eae ae” See 
Ps oe ee ae tare Le aM Pe ee 
; 2 ee . ; ae =. Se 3: 
ae an te 4 ° 4 Pe ¥ Rea * ‘~ es q es = hg ] Po 
| — ~*~ OO ae > 
| eo Xa = “se ; ‘oe? ie ee 4 , 
: mone | Bll Mie 2 : | As, ie oe 2 ye 
eae Fo OS a I 
' SO es 
he 84 ti * | es 
| Active ——e OM 
; TICKETS) Z i. till a = 
: Wy, %. 
' £ cones c | 
. ; > 2 < es ao ° ie] \ 
a a OE A EE Tr Oe) Ee OE ETS 
| = ...| be a as 
7 aft . _— 
| 
ee | " : 
b Sue 0" tg / \ - 
] = es ——————_— 
Gy a= - 
| ee es | 
a 
| ee ai 
The | 
) a 
a ee 
Lom 
| 
;” a 
; : oe - ” | 
| 
} PHANG 
aie ei A 
: b. bor es | 
| Ww : 
: ’ ¥ bd 
te ; Ss | 
i } 
| 
| 1: 
| | a | 
eS ‘ LOOK'S Aisne 
7 “= we oa % we ~ hoy . 
| ’ _~ 2 |; 
Pl . > ini 
E i -- 
: 4 5 ' 
ATIVES 
———— 
2 ' 


O49 Advertising Age, December 8, 1947 


53 
Ba- Kaiser-Frazer cars offer the high-|in thousands of communities.,Company of America, Pittsburgh,|Company and its subsidiaries injand Canada operations. Elliott 
sie, est trade-in allowances.” Every man and woman should be) has been appointed assistant di-|the U. S. and Canada. He was/Taylor has resigned as assistant 
T ve “We want people,” Frazer told| within easy walking distance of a| rector of public relations and ad- | formerly assistant general sales|/general sales manager for the 
aod AA. “to go to Kaiser-Frazer first.”|Kaiser-Frazer dealer or sub- vertising for the company. He | manager in charge of eastern U. S.| western half of the U. S. 
The K-F factory and dealer | dealer. will be succeeded in Washington | 
; i , by R. A. Learnard, assistant dis- | 
people I met said with some force; “As I have told you before, one | trict sales manager. 
that they don’t jack up prices|of our objectives is the building of | , 
a with extras or force customers to|a car in the low price field. All| . FINE OFFSET LITHOGRAPHY 
Vw ff pay extra for prompt delivery. our production facilities are being | Offers Finance Info 
ap- expanded with that program in| C. I. T. Corporation, New York, ; 
€ a Adding Other Magazines mind. We must be ready with|has prepared a booklet, entitled 
Ce- fo the magazine list for 1948) sales outlets.” “Modern Financing Methods,” 
‘ha ff the company is adding The Amer-| The keynote of the 100,000th car ae the eee comma 
1 in Gl ican Weekly, Holiday, McCall’s,|celebration probably was this|°TY 29¢ arranging of toans for 
Tre and Town & Country and |statement by Henry J. Kaiser: |Plant expansion and moderniza- 
eex- Bi Country Gentleman and Farm “Our goal is to build a business case histories of successful financ- 
ace= Journal. that will never know completion.” | ing. 
een “The greatest number of our ———— cohsbomibommatinn 
ce La Oe ce soe Packard Ups Briggs Tees ena THE VERITONE COMPANY 
of Kaiser-Frazer’s copy will con-| Arthur P. Hall, former district Clare E. Briggs has been ap- x 57 W. GRAND AVE., © CHICAGO 10 
vice tinue to be buckeye and practical sales manager for the Washington,| pointed assistant general sales 
Pea “yp P D. C., offices of the Aluminum|manager of Packard Motor Car WHITEWALL 5957 
de- —“corny stuff,” Joe Frazer called 
1 or it. He described a talk he had 
full made a few weeks ago before the > 
Federation of Women’s Advertis- | Railway Men Look To 
da ing Clubs, in Detroit. It was ex-| 
24) temporaneous, and he couldn't | 
il to @ provide direct quotes from it. | 
ling The women, he said, talked a/| 


lot about “raising the ethical 
standards of advertising.” Frazer 
jarred them somewhat by pointing 
out that “before people buy you’ve 
got to get them into the stores.” 

A newspaper headline on the 
speech was: | 

“Frazer puts pulling power. 
above ethics.” 


\ 


g four 


IN SPECIALIZED 


Banquet Honors Pair 

Last Sept. 25 Kaiser-Frazer | 
Corporation held a_ shindig at 
Willow Run on the production of 
its 100,000th car. Some 140 dis- 
tributors from all over the coun- 
try sat down to barbecued buffalo. | 
One of them—Richard A. Higgin- 
botham of Higginbotham Motors, 
Knoxville, Tenn.—won No. 100,-'| 
000, a gray Kaiser, in a raffle. As 
“Miss Kaiser” and “Miss Frazer,” 
girl employes in old-fashioned 
costumes cut the ribbon which | 
“held” it to the production line, | 
Joe and Henry shook hands across 
it. Thousands of workers watched 
and cheered. | 

That night, the Board of Com-! 
merce of neighboring Ypsilanti. 
gave a banquet and presented 
Kaiser and Frazer with a plaque) 
congratulating them on this record 
15-month production. 

At that time Henry Kaiser 
warned the nation’s manufacturers 
for “fiddling with outworn rates 
of production while the world 
burns.” 

Earlier that day, at the plant, 
he had said: , 

“Willow Run, within the com- 
ing year, will be producing from 
1,500 to 2,000 cars a day, and fol- 
lowing that assembly plants will 
spring up here and there through- 
out these United States.” 

(The first, next spring, will be 
in Long Beach, Cal.) 


Predicts 2,500 Cars 


And in a special coast-to-coast 
broadcast to distributors and deal- 
ers on Oct. 19, he added that pro- 
duction would rise to 2,500 cars a 
day by next fall. He urged deal- 
ers immediately to sign associate 
dealerships—and he added: 

‘We are going to be represented 


— 


BUSINESS 
PAPERS 


Your Channels 
of Communication 

with the Four Great 
Branches of Railway Activity 


ACH of the “Big Four” Simmons-Boardman specialized 

railway papers functions as an artery of news and en- 
gineering “know-how” keyed to the specific needs of a 
particular railway audience with buying power. 


Each publication speaks in terms of the specialized interests 
of the group it serves . . . and contributes substantially 
to the solution of that group’s specific problems. 


In the four broad divisions of railway activity—(1) execu- 
tive, managerial and purchasing; (2) mechanical and elec- 
trical; (3) track and structures; and (4) signaling and 
communications—the key man in each group rely upon 
specialized railway business papers which comprehensively 
cover their respective fields. 


Through these publications you can direct your sales mes- 
sages without waste to specific groups of railway specialists. 


ATURALLY 


Write for full information. 


Simmons-Boardman Publishing Corporation 
30 Church Street, New York 7, N.Y. 

105 W. Adems $t., Chicago 3 

Washington 4, D.C. 


Terminal Tower, Cleveland 13 


Henry Bidg., Seattle | 


300 Montgomery St., San Francisco 4 530 W. 6th St., Los Angeles 14 


2909 Maple Ave., Dollos 4 
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a re to be found in the building 
supply industry right now. But, you've 
got to know “pay dirt’ when you see it. 


Lamport, Fox Adds Two 


Richard B. Ludewig, formerly 
advertising manager of Coal Op- 
erators Casualty Company, 
Greensburg, Pa., and Clement B. 
Haines, formerly assistant adver- 
tising manager of TWA’s interna- 
tional division, New York, have 
joined Lamport, Fox, Prell & Dolk, 


||South Bend agency. 


K&E Names Constantine 


Dorothy Constantine, formerly 
with Compton, Inc., New York, 
and Lennen & Mitchell, New York, 
has. joined the copy department 
of Kenyon & Eckhardt, New York. 


27,750 PRESIDENTS 
TOTAL: 87,000 
DUN’S REVIEW 


‘A8 Year of Battle 
in PR Concepts, 
Pew Warns NAM 


Manifesto Centennial 
Spearheads Attack on 
Enterprise, He Says 


New Yorkx—J. Howard Pew, 
president of Sun Oil Company, 
Philadelphia, and chairman of 
NAM’s public relations committee, 
contends that “American business 
and industry in the year ahead 
faces a smear campaign and flog- 
gings by demagogues the like of 
which we have never seen.” 

Mr. Pew spoke before the Na- 
tional Association of Manufactur- 
ers’ annual Congress of Industry 
meeting here last week. 

The attacks have already com- 
menced, said Mr. Pew, utilizing 
“distortions, plain falsehood and 
demonstrations of economic illit- 
eracy in high places,” and they 
have befuddled the public—in his 
view—until “fear of tomorrow is 
extinguishing faith and confidence 
in our traditional way of life.” 


"48 Marks Centennial 


The year 1948 is a memorable 
one for “collectivists and the 
socialist-minded,” he reported, be- 
cause it is the centennial of the 
publication of the ‘Communist 


Manifesto” by Karl Marx and 
Freidrich Engels. 
American collectivists ignore 


the results of England’s socialism, 
he pointed out, and “are blaming 
business and industry for a seri- 
ous inflation. They are conceal- 
ing from the people that the cause 
of this inflation is a manipulation 
of the country’s monetary and 
credit system and an ill-advised 
management of government 
financing by a like-minded bu- 
reaucracy. 

“Most vicious of all, they are 
seeking to turn business men 
against business men by their false 
contentions that large units are 
striving to destroy smaller enter- 
prises. In projecting this issue of 
alleged economic concentration, 
they are promoting a class struggle 
that Marx himself did not visu- 
alige :..:." 


Says PR Fails 


In familiar vein, Mr. Pew as- 
serted that “we have failed in 
what we commonly refer to these 
days as public relations 
(which) has as its objective the 
reconciliation of the hopes, as- 


‘A DOZEN! 
Muchlessbecause ss 
you can reach 1,000 prospects with a 


full page for #1.60 


_ 1 


y 


AN 


MAGAZINE 
Eagle 
Elks . 
Foreign Service 
Legion 


"104 WARNER 


The Eagle Magazine with 1,052,000 circulation, is the fastest growing 
fraternal publication in its field, and the following figures taken from 
Standard Rate and Data show that its rates are the lowest: 


RATES FROM JULY 15, 


1947, SRDS 
MAXIMIL MINIMIL 
3.74 3.56 
5.10 4.84 
4.42 4.12 
8.24 7.84 


MESES Om , . en i all 7, 
\ - ~ 


BUILDING - MILWAUKEE 3, WIS.) 
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Round Table, Inc., New York, seems to 


apolis, and B. C. Neece, vice-president 


of the guest speakers at the meeting of the organization. 
W. A. MacDonough, home appliance sales manager of General Mills, Minne- 


IT'S A JOKE—Helen Kendall, program chairman of the Electrical Women's 


enjoy some witty remark made by one 
Left to right are 


and general sales manager of Landers, 


Frary & Clark, New Britain, Conn. 


pirations and ambitions of the 
masses of people with the policies 
and practices of business enter- 
prise.” 

He lauded the work of NAM’s 
public relations department, not- 
ing that “never before has NAM 
been as well organized and alert 
to deal with attacks on business as 
it is today.” He said “the unani- 
mity of thought within NAM re- 
garding the basic themes of our 
program is somewhat remark- 
able.” 

He dismissed some rumblings 
of dissension on NAM’s public re- 
lations tactics with a brisk: “In 
an organization of some _ 17,000 
members ... there is bound to be 
some diversity of viewpoints, espe- 
cially in such intangible matters 
as public relations. Some urge 
that new activities be instituted, 
others that one or more activities 
be stepped up or down, or that 
some be eliminated.” He said 
NAM’s public relations committee 
welcomes such suggestions, “par- 
ticularly when they are of a con- 
structive nature.” 


Food Editors to Meet 


The American Association of 
Newspaper Representatives will 
hold its Annual Food Editors’ Con- 
ference for 1948 at the Waldorf- 
Astoria Hotel, New York, Sept. 
27-Oct. 1. J. H. Sawyer Jr., of 
Sawyer-Ferguson-Walker, is na- 
tional chairman of the conference, 
and Douglas Taylor, of J. P. Mc- 
Kinney & Son, is chairman of the 
New York committee. 


8 Name Anderson Agency 


Anderson Advertising Agency, 
Los Angeles, has been named to 
handle the advertising of AARCO 
Company, CraneVeyor’ Corpora- 
tion, Dooling Bros., Electric Fish 
Screen Company, E-Z Mark Tool 
Company, Hanlan Company, \V- 
Belt Clutch Company and West- 
ern Model Distributors. 


Names Caldwell-Baker 


American Brakeblok division of 
American Brake Shoe Company, 
Detroit, has appointed Caldwell- 
Baker Company, Indianapolis, as 
its agency, effective Jan. 1 


Names Warren Agency 

Face Contour Cosmetics, New 
York, has appointed William War- 
ren Agency, New York, to handle 
its advertising. 


largest PAID Circulation — by three 
times—of any magazine covering 
the entire industry... and a total of | 


11,000 reavers montniy 
(Tops in the field) 
82 Wall Street, New York 5, N.Y. 


Pontiac <”/ 


812 W. Van Buren St. @ HAYmarket 1000 @ Chicago 7, Ill. 
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Yetrillo Removes 
3an on Co-ops 


in Experiment 


AFM, Networks’ 
Contract Parley 
Continues Dec. 8 


New YorK—AFM President 
James C. Petrillo has given broad- 
casters the go-ahead signal on the 
use of music on cooperative shows, 
but it is strictly on a temporary 
basis. 

The AFM has lifted its long- 
time ban against music on locally 
sponsored network shows as an 
experiment to see how it affects 
musicians’ employment. If _ its 
members are benefited by the 
practice, the new policy toward 
co-ops probably .will be made a 
part of the new contract with net- 
works. 

Union officials and broadcasters 
will meet today (Dec. 8) in Chi- 
cago to continue negotiations on a 
new agreement to replace the one 
which expires Jan. 31. 


Organists Already Working 


Although the networks were 
cheered by Mr. Petrillo’s change 
of heart on co-ops, there was no 
stampede to hire bands, organists 
or string groups for the approxi- 
mately 50 programs which fall into 
this category. Many of the broad- 
casts, of course, are newscasts and 
dramas which require little or no 
music. 

Abbott & Costello, co-op stars of 
the ABC stables, will go on the 
air with an orchestral introduc- 
tion starting Dec. 17. Organ 
bridges may be added later for 
shows like “Ethel and Albert” and 
“Headline Edition.” 

At CBS, as AA went to press, 
executives were debating the ad- 
visability of breaking up its choral 
group and hiring an orchestra for 
the Joan Davis show for what 
might be a mere breathing spell 
should the AFM decide to restore 
the ban in February. However, 
the comedienne may have a mu- 
sical fanfare by Saturday night. 

MBS’ “Meet Me at Parky’s” al- 
ready is using an orchestra and 
“Alexander Mediation Board” has 
an organist. 


No Action on Recordings 


Back at his old piano bench on 
“Information Please,” another Mu- 
tual co-op, is Joseph Kahn, mem- 
ber of Local 802, over whose serv- 
ices producer Dan Golenpaul filed 
a legal complaint last month with 
the NLRB, charging the union 
with two violations of the Taft- 
Hartley law. 

Meanwhile, there were few 
tangible developments in the other 
important AFM issue—the union’s 
notice that it would make no more 
“ ordings and transcriptions after 

ec, Bi, 

‘he public relations sub-com- 
mittee of NAB’s industry music 
committee met here in mid-week 
an! adjourned without appoint- 
ins a chairman. The legal sub- 
coramittee was to meet later, 

ecord companies, which, unlike 
th networks, had been given no 
op .ortunity to talk things over | 
Ww. 4 the union, continued to wax | 
pb! tters at an accelerated pace to 
la out any enforced holiday. 


E co Names Sanford | 


). E. Sanford Company, national 
‘S agency, has been named, ef- 
tive Jan. 1, national sales rep- 
entative for the prestige line 
housewares manufactured by 
o Products Company, Chicago. 
> prestige line includes pressure 
kers, kitchen tools, cutlery, egg 
ters and stainless steel copper 
tomed utensils. 


ooo KS rc 


|in Philadelphia. 


Boston, Detroit, 
Cleveland Video 
Decisions Delayed 


WASHINGTON — The FCC last 
week voted to delay television 
grants for Boston, Cleveland and 
Detroit until it completes its in- 
vestigation of the television hold- 
ings of Paramount Pictures. 

Nearly a year ago, FCC ruled 
that Paramount, through holdings 
in Allen B. DuMont Laboratories 
and other firms, had its full legal 
share of television permits. It be- 
lieves Paramount is currently. 
sponsoring an applicant from each 
of the three cities considered last 
week. 

Paramount disputes FCC’s an- 
alysis of DuMont and other stock 
setups. At a public hearing Jan. 
5, the commission is to review the 
structures of DuMont, which has 
stations in New York and Wash- 
ington; Balaban & Katz, Chicago; 
Television Productions, Los An- 
geles, and Interstate Circuit, Dal- 
las. 

In addition, it will study a Du- 
Mont application for Cleveland; 
New England Theaters, Inc., a 
Boston applicant, and United De- 
troit Theaters. Besides the alleged 
Paramount applicants, FCC is 
holding four requests for televi- 
sion in Boston and two each from 
Detroit and Cleveland. 


Dell Steps Up 
Comic Book Line 


New YorK—Comic book readers 
will be happy to know that be- 
ginning in January many of their 
favorite comic characters will ap- 
pear more regularly on the news- 
stands. For Dell Publishing Com- 
pany is expanding its Dell Comics 
line. 

Three comic figures who will 
become new monthly titles are: 
Roy Rogers Comics, formerly is- 
sued in the Dell four-color one- 
shot series; Gene Autry Comics, 
which has been published every 
other month, and Dick Tracy, 
which previously appeared as a 
part of Super Comics. 

Four titles which have been 
four-color one-shots, but which 
will be issued every other month, 
are Lone Ranger, Felix the Cat, 
Marge’s Little Lulu and Tarzan. 

Smitty, Orphan Annie and 
Smilin’ Jack, three characters 
from Popular Comics, will be fea- 
tured as full-length books bearing 
their own names and issued quar- 
terly. In addition, three titles from 
the four-color one-shot series will 
be published every quarter. These 
are Popeye, Carl Anderson’s 
Henry, and Winnie Winkle. 

Popular Comics and Super 
Comics, both formerly issued 
monthly, will now become quar- 
terlies. 


Gets Furniture Account 


S. A. Cook & Co., Medina, N. Y.., 
manufacturer of upholstered living 
room suites, sofas and chairs, has 
retained Greenfield-Lippman Ad- 
vertising Agency, Buffalo, to han- 
dle its advertising. Next year an 
advertising campaign will be 
launched, using trade publications 
and direct mail, plus window dis- 
plays and tie-in mats for dealers. 


Names Jones Frankel 


Jones Frankel Company, Chi- 


|cago, has been named to direct 


the advertising of the Lion Chem- 
ical Company, Chicago, maker of 
Gasone, an anti-freeze for automo- 
bile and truck fuel systems. Out- 
door, radio and newspapers will be 
used, 


Promotes Breneman 


H. Herbert Breneman, who | 
_joined Geare-Marston, Inc., Phila- 
|delphia and New York agency, as 


art director in 1931, has been ap- 
pointed director of creative serv- 
ices. He makes his headquarters 


Se oe 


AGAIN AND AGAIN, 


Home and family are important to all of us, but to the 
1,300,000 larger-than-average families comprising the reader- 
ship of Our Sunday Visitor and The Register, their importance 
reaches a higher peak. 


In these homes, where divorce plays no part and where 
love and faith have a definite daily place in every life, sincere 
folks turn to the pages of this ‘‘unit’’ with confidence, res- 
pect and affection. 


The impression you make when you reach them there will 
result in billfolds opening more quickly—again and again and 
again. 


C. D. BERTOLET & CO., INC. 


Advertising Representatives 


CROKE CEH OCHO CHOSE HHO 


NEW YORK 
110 E. 42nd, Rm. 803, Lex. 2-6176 


CHICAGO 
30 N. Dearborn St., CENtral 0481 
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ci 
Emerson Boosts Israel 


Dorman D. Israel has been, 
named executive vice-president of | 
Emerson Radio & Phonograph | 
Corporation, New York. He has 
been with the company for 12 
years as vice-president in charge 
of engineering and production. 
Edward J. Kelly, who left North | 
American Phillips Company to) 
join Emerson last year, was ap-| 
pointed vice-president and works 
manager. 


established, 


7 . 

WNAC Signs with G-E | 
WNAC, key 

Yankee Network 

signed with the General Electric 

Company, Syracuse, to furnish | 


television transmitting equipment | $19,000 for 50% stock interest. 


for the station’s video outlet, 
scheduled to go on the air early 
next year. G-E is also building 
transmitters for WTVO, Detroit, 
WOR, New York, and WGNB,! 
Chicago. | 


Walter Lowen 


PLACEMENT AGENCY 


* 
Headquarters since 1920 for 


ADVERTISING PERSONNEL 


Executive © Copy ® Art ® Clerical 
Resumes requested before registration 
on all executive and copy positions. 


420 Lexington Avenue 


New York 17, N. Y. 
LExington 2-8862 


ADVERTISING 
SPACE SALESMAN 


ADVERTISING MANAGER 


Long established and successful 


| tent 
station of the! phases, 
in Boston, has | advertising sales, 
| wide business organizations and civic 
| groups. Solid opportunity for expe- 


merchandising business paper 
publisher, located in New York 
City, wants topnotch experi- 
enced salesman, who can not 
only sell himself but work with 
junior salesmen. Must have 
keen conception of promotion, 
advertising and merchandising. 
Must be aggressive, versatile 
and creative in ideas. Please 
give in fullest confidence com- 
plete record of experience, 
salary expectations, etc., upon 


receipt of which appointment 
will be made. 
Box 6894, ADVERTISING AGE 


330 W. 42nd St., New York 18, N. Y. 


An Advertising Salesman is 
sought by a growing industrial 
publication with a good future. 

@® He must be under 40 and have 
a record of selling industrial ad- 
vertising; free to travel exten- 
sively; able to absorb common- 
sense data; and work hard. 
@ He will be given an opportunity 
eg > ly partial earnings toward 
mabatantial interest in this 
magasine & remuneration will be 
epirety in accordance with abili- 
ties. 
@ We can show where this posi- 
tion has unlimited opportunities 
for a man with experience, energy 
& vision. 
@ Please be specific & send photo to 


Box 6893, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


ART DIRECTOR 


With Creative Layout 
Ability 


$7500 Yearly and a Real Future! 


To the right artist, experi- 
enced on national accounts, 
we offer an unusual oppor- 
tunity to become a key man 
in our growing agency. 


JONES FRANKEL CO. 
180 N. Wabash Ave., Chicago, IIl. 


RATES: 60c per line, minimum charge $3. Cash with order. Figure bold face heads (maximum two lines) 


25 letters and spaces per line; light body face 34 per line. Hox numbers add two lines. Copy deadline 


Thursday noon, 11 days preceding date. Display classified advertisements take card rate of $10 


per column inch. Regular card Sentai on muluple insertions and space over 5 inches apply on display 


4 
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HELP WANTED 


POSITIONS WANTED 


“ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placement anywhere in the 

United States 
GEORGE WILLIAMS—Personnel 

209 S. State St., Har. 2063, Chicago 
BUSINESS OPPORTUNITY 

Ownership interest available in long 

important, profitable 

statewide magazine down south 

(not Virginia). Sole owner, heavily 

burdened otherwise, needs compe- 

associate capable directing all 
develop story plans, expand 
work with state- 


|rienced executive. Cash _ required, 
Sub- 
and financial refer- 


Box 571, Richmond, Va. 
POSITIONS OPEN 

With agencies, advertisers, publish- 

ers, ete., for both men and women, 
No obligation to register. 
FRED J. MASTERSON 

Advertising and Publishing 
Personnel 


mit personal 
ences. P. O. 


20 yrs. previous adv. exp. 
185 N. Wabash. FRA 0115. _— 


Advertising salesman for outstand- 
ing trade publications serving top 
merchandising fields. Give complete 
resume experience, age, Sage 
ments, references, salar 

Box 9298, ADVERTISING AGE 
330 W. 42nd St., New York 48, N. 


Wanted 
FOR MANUFACTURER’S 
ADVERTISING DEPARTMENT 
Young man to work on folders, price 
sheets, direct mail, by fast growing 
Chicago area manufacturer of elec- 
tric lighting units. State qualifica- 
tions and starting salary desired. 
Our organization knows of this ad. 
Box 9299, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, I1l. 
LUCAS PERSONNEL 
Agency—Digby 9-0860 
140 Fulton St., N.Y.C. 7, N. Y. 
Specializing in finding 
those hard-to-fill positions 
in advertising and allied fields 
N.Y.C. and nation-wide contacts made 
Resumes Invited 


UNUSUAL OPPORTUNITY 
FOR SOME YOUNG MAN 
One of America’s best-known man- 
ufacturers needs man between 25 
and 30 to work closely with its ad- 
vertising manager. Permanent job 
with excellent future. A knowledge 
of printing, engraving and other 
advertising production required. 
Some layout ability would be help- 
ful. Pleasant working conditions in 
new offices located in midwestern 
city near Chicago. Profit sharing 
plan and many other employee bene- 
fits. You'll be working with a top- 
notch advertiser and leading adver- 
tising agency on a product that 
ranks first in its field. Write full 
giving details regarding background, 
education, experience and salary re- 


ow 


quirements. 


PUBLISHING EXECUTIVE 
Formerly published business news. 
Exp. market research. Age 34. 

Box 9295, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


PUBLIC RELATIONS DIRECTOR 

Desires to locate in the South. 
21 yrs. exp. in industries and public 
utilities. Conversant with all types 
of media. Employee relations, press 
relations, customer relations, com- 
munity relations. Can mix original 
thinking, hard work and tested 
methods to obtain results. 

Box 9296, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ARE YOU LOOKING FOR 

A GOOD ALL AROUND AD MAN? 
Sound experience in Adv. & Merch. 
including contact work in 4A agen- 
cy, ass’t adv. mgr. with multi mil- 
lion dollar budget, magazine space 
representative, and currently adv. 
mgr. with a half million dollar 
budget. (President of my company 
tells me I’m doing best job of adv. 
& romotion they’ve ever had!) 
Product experience in automotive 
and clothing fields. I want a bigger 
opportunity as account exec. or adv. 
mgr. with a salary in five figures. 
At age of 34 I want to make my last 
change. Are you interested? 

Box 9293, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


EXPORT ADVERTISING AND 
MERCHANDISING EXECUTIVE 
15 years experience marketing wide 


range products thruout world. 
Knows buying attitudes, local cus- 
toms, promotional methods at dis- 


tributor and user levels. Unusual 
commercial language qualifications. 
Can organize new department for 
advtg, agency or mfg. exporter. Will | 
locate anywhere. 


RESEARCH—STATISTICS 
Responsible position in 
wanted by Analyst with 
perience in compiling and analyzing 
statistics on Costs, Budgets, Quotas, 


and Markets. 
Box 9290, ADVERTISING AGE 
Ohio St., Chicago 11, Ill. 


100 E. 

Exper. edit’l, photo & ad man now 
available for assignments in Balti- 
more & W ashington area for pub- 
lications & agencies. State your 
needs. Ad sales on commission basis. 

Box 9303, ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 


COPY-CONTACT MAN—knows pro- 


duction, art; a college graduate, 
thirty, free to move. Has an unusual 
record of originality, an excellent 


background for sporting goods and 
road machinery work. 


Research | 
5 years ex- | 
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OPEN LETTER—General Mills is stepping up its support of the Advertising 
| Council's “crisis in education” campaign with this color page in the form of an 
| open letter of appreciation to a typical school teacher, The ad appears this 
| month in three farm magazines and four national weeklies. 


NAB Study Shows 
Station Costs Up 
More Than Income © 


| WaAsHINGTON—NAB’s estimate of 
_ broadcasting station income, an- 


Box 9292, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Nl. 
COPY WRITER—Layout man, 25, 6) 
years newspaper exp. desires to} 
break into Chicago agency. Proven | 
writing ability, A-1 refs. We both | 
benefit if you phone Triangle 4099. 


should include national spot cam- 
paigns, according to Dr. Kenneth 
Baker, director of research for 
the National Association of Broad- 
casters. 

Dr. Baker made this suggestion 
as a comment on the Magazine 
Advertising Bureau’s yearly media 
estimates as published in AA, Nov. 

NAB expects this year’s gross 
billings for network radio to be 
approximately $190,000,000 — here 


Box 9305, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y 


REPRESENTATIVES WANTED 


Publishers Representatives wanted 

East, Midwest, West. Publication. 

Cire. 50,000 rural General Stores. 
Box 9249, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


REPRESENTATIVES AVAILABLE 
WEST COAST EDITORIAL COVER- 


Box 9300, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
MONARCH PERSONAL 
Advertising—Graphiec Arts 
National Coverage 
Agencies in 38 Cities 
28 E. Jackson Blwd. Chicago 4, Ill. 
PUBLICITY WOMAN 
Fashion-minded Chicago newspaper- 
woman or copywriter wanted full 
time by eminent retail group to as- 


sist in merchandise promotion and | AGE from L.A. Office. Top-notch trade 
general publicity. Enclose samples|and business paper editorial man 
— letter stating salary require-|c¢an furnish complete, quality rep- 
ments. 2 ; : 
30x 9301, ADVERTISING AGE | Lesentation on fee basis. For details 
100 E. Ohio St., Chicago 11, Ill. Box 9291, ADVERTISING AGE 
aot ae ny he agg tn hie ety MAN 100 EB. Ohio St., Chicago 11, Ill. 
wantec or 4- midwest agency. > 5 
Must be thoroughly ' experienced REPRESENTATIVE AVAILABLE 


Ex-Naval Officer, college graduate, 
24 yrs. old, desires to represent 
Chicago, Detroit, Cleveland or any 
Mid-West or West Coast Advertising 
Agency in New England on sales and 
service, 

Box 9273, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


MISCELLANEOUS 


We are in the market for business 
papers that are, or can be, published 
in the South or Southwest. Will re- 
tain publisher or staff in deal if 
cnteneqted. All replies held confi- 
dential. 


with mechanical specifications of 
publications, A good knowledge of 
letterpress and offset printing is es- 
sential. 


This is not a job for an apprentice. 
We seek and are willing to pay for 
a man well-seasoned in production 
work, one who wants a permanent 
position. Write; giving age and full 
details of experience. 

Box 9302, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, IIl. 
WANTED 
Nationally known marketers to oil 


|} industry. Desire—account executive Box 9269, ADVERTISING AGE 
with good knowledge of oil com- 100 E. Ohio St., Chicago 11, Ill. 
eae? maeSeree. Preferably a man 

who has had recent oil company ad- > . t T 

vertising and sales promotion expe- Pe rine done Saat 
rience. One who knows something BLINK BONNIE FARM 
about typesetting, artwork and an A Dena tan 


| Appoints Dowd Agency 


5023 Spaulding Rd., Omaha, Nebr. 


printing. All replies will be treated 
confidentially. In reply give details 
of background and experience. 

Box 9304, ADVERTISING AGE 


FOR IMMEDIATE SALE 
Model 3400 Addressograph Machine 
in excellent condition. Chicago. 


~ es Please submit bid to: 
) ") 
100 E_ Ohio St., Chicago 11, Ill.__| “ "Box 9294, ADVERTISING AGE 
POSITIONS WANTED 100 E. Ohio St., Chicago 11, Ill. 


Space Salesman available for West 
Coast... 36, now living in Chicago, 
moving to Los Angeles first of year. 


KROM-A-TONE POST CARDS 
The newest most economical way to 
display any product. Samples and 


15 years’ experience. prices on request. 
tox 9256, ADVERTISING AGE G RAPHIC ARTS PHOTO SERVICE 
__100 E. Ohio St., Chicago 11, Ill. 365-B, Hamilton, Ohio 
EDITOR notable record with trade|If you would like your own, high 
paper, house organs and class maga-/| income, but easily learned office 
zines. $125 weekly | business, write for free details to- 
Box 9297, ADVERTISING AGE day. FRANKLIN CREDIT SCHOOL. 
330 W. 42nd St., New York 18, N. Y. Dept. 215-N, Roanoke 7, Virginia 


| Station WCOP, Boston, as sales 


representative, concentratin on 
Vernor’s Ginger Ale Bottling local sales. ° 


Corporation, Boston, has appoint- | 
ed John C. Dowd, Inc., Boston, to 


handle its advertising. 
o Seidel Advertising Agency, 
Dunn Joins WCOP |New York, has been named to di- 
Thomas H. Dunn, formerly an|rect the advertising of Acme 
account executive of Harry M.|Fastener Company, New York. 


Acme Appoints Seidel 


Frost Company, Boston, has joined Trade publications will be used. 


/nounced last week, shows small 
| stations standing up best under 
increased costs which have been 
squeezing the industry’s profits. 

According to a projection for 
nine months of 1947 by NAB Re- 
search Chief Kenneth Baker, cost 
increases for small stations aver- 
age only 5%, compared with 9% 
for the industry generally. Me- 
dium stations suffered an average 
11% increase in costs for the nine 
months, and large stations 8%. 

Working with a sample of NAB’s 
membership, Mr. Baker finds that 
small stations have registered an 
average 10% gain in revenue, 
compared with 8% for the over-all 
industry. Large station revenues 
gained an average of 7% and me- 
dium stations 6%. 


Lower Profit Is Trend 


This over-all increase in gross 
revenue, projected to the entire 
industry, puts 1947 non-network 
gross revenue in the neighborhood 
of $275,000,000, compared with 
$241,000,000 recently reported by 
FCC for 1946, Dr. Baker said. 

“Since the 1947 figure applies 
to more than 1,400 stations, while 
in 1946 there were only 953, these 
estimates indicate that the trend 
toward lower profits may be con- 
tinued in 1947,” Dr. Baker sug- 
gests. 

NAB attributes increased sta- 
tion income to intensified sales ac- 
\tivities, power increases or fre- 
quency changes, network affilia- 
tions, and shifts in management or 
sales policies. It pins higher costs 
on wage demands and the expense 
of maintaining non-profit FM in- 
stallations. 


BAKER ADDS PS. 
TO MAB ESTIMATES 

New YorK — Estimates of na- 
tional radio advertising expendi- 
tures in order to be comprehensive 


it is in agreement with MAB— 
which is close to the figure for 
the past three years. 

“However,” he added, “that na- 
tional advertising on radio is still 
undeniably increasing can be 
shown from the additional 
amounts that are each year going 
into national spot, which is just 
as much national advertising as is 
network radio. Last year’s figure 
was around $120,000,000 for this 
one item alone and I have a hunch 
that it will be close to $140,000,000 
this year.” 


Suggests Two Reasons 


The NAB: research head sug- 
gested there were two reasons 
why MAB chose to compare news- 
papers and magazines with net- 
work radio: 

@. Network figures are more 
easily available (some say it is 
impossible to get corresponding 
figures for national spot). 

2. Such comparisons alway 
show the magazines and new:- 
papers in a better light. 


na 


National Gypsum Co. 
Promotes Crandell 


Dean H. Crandell, vice-pre - 
dent in charge of research of N - 
tional Gypsum Company, Buffa », 
has been made vice-president ° 
charge of sales and advertisir’, 
succeeding Ralph F. Burley, w ° 
is on leave of absence. 

L. J. Fitzpatrick continues °s 
advertising manager. 


Plans U. S. Edition 


Maquinas e Construcoes, Sov % 
American magazine published  % 
Brazil and covering machi! 
wood, metal and chemical ind! *- 
tries and import trades of e 
principal South American col’- 
tries, will issue a special Uni ° 
States number, featuring ~“ 
branches of U. S. machine ind!- 
tries. The special edition is sche-~ 
uled to appear in April. 


Aadvertisin 


Represe 


James ] 
ard News} 
president 
of the A 
Newspape 
officers < 
O'Mara & 
dent; Art 
Scolaro, I 
and Davi 
Kelley, se 


Pan An 


Gerrit I 
national < 
director <¢ 
tions, Hol 
advertisin 
ican Wo 
Alaska d 
ters in Sa 


FC&B I 


Brian | 
tising dir 
Airways ( 
joined Fi 
London o 
tor anda 
managem 


ee 


FS 
eine 
ae 


a Be ane: : = Zz Areata oj ae ve Pe “3 ‘ee ; ; : < hi oan < ; eee Dt een een: lees oP 
e " ey aes ae Le 7s ee oo ce 2 a ee 
bd NG MARKET PLA | | Sy. —___— 
; eed , r ’ 4 4 pes of Ps cx ¥ GF fi oe e 
ae Mg ee. SEU ee 
} J ras GG at ge ey ge oo 
Si ie ioe \ ol Sees te Kore, aed # [aa 
| 7 Si % * ; re Nes e 23 Ptevcsia. iy ce a Sen, a ye 
oe .) 4 a P ee i Se a 2 Seal Be 
Le he ee a ‘ Pe a Rees at oats ane SP ia = To Sy co R 
' > ee ae re... Sts CHS a, 
| ee a? ON ee ee ae 5 
ee = | a Se a2 t.. o Ye SS eee 
. | | E Y. Car Sd Ra, aie an 4 ” a 2 "3 a. . a ae ee P 
} f a a ae ” ee 
. { , 4 eee! Le r % co) ii _ Ce Be 
; | - Me fe. . See : ; ae ae f 
, : ote” ks. one p Se a oa . 
| \ pe ses gee VEO < Pie e* 4 
4 ae US ee . i; -aee ~ P 
| Se  —— —) ey a 
i ee ae ee . Pe. 4 ee lk : ae 
j tae A o° Pea ’ vt oe ona oad a Pgs) ae g 
14 Se ea —- «ar 
, . ‘7 : ; Me > mee’ ES 
Oh Bo tales ae ne <n 3 —<_. a » ve 
i | TS. Se eo wi eke as 7 é es . = era " q 
‘ | <i Re See Ya ttre ape y Be 3 = OS aa 
. e oe ey ae zee a o a x4 28 - Ei rod “i ig y 
? ? ‘ ae % : 4 Se gee Be 
1 ys ’ ——— ; 7 Pi = SOS i = 
“a , pe sail y St er . gee > 
; 7. : we . SS i ee as Re oie ae 
; ss 4 pe Soy ae * Piel 
a’ 44 = co +) = é = Me ae a al Z 4! of i? 
' ~~~ , ae _ ire! dis a i ie _ Soa Has eet bo a 3% 7 Ld \ i - 
’ —. a Sik sane re es oe 7 = — Gee 
as Seas ee Lye fae 0 i 27 ae 
| Sigee oo epee ET ae eee oe ie : age: : <n 
] - | ¥ a pes 3 F ae he _ Sie be 
i ‘ eee De il” i ge PRA 
: re. ee te 6 ii oN 
. ee a Jee ee A ea nae é Pn \ aaa oe ye ie a; ie 
_ oe pe eae Sa Sr Be eee. ae a4 ; Fi r pe 
‘ ve re ge “a ¥ 
: ms Ags era ae ae + _— ese yt aa ee Pe Oe pee 
F we Meee a ih Sg ce MeO S:. aeraee 
ee ‘ : - 
Se TC OO”™~<“STTUC (ASS 
| ee 
ee ce 5 ——ee 
ae caacteae warron's €¥ 
: a) le 
f, ae 
, | = VA 
, bs Cong, : 
| oe x Mul ¢ Nity, 
4 | % iiees 
| ‘ 
a 
“ 
a ; 
| . 
—— 
ee 
ae ; 
ge A 
| a 
“i 
| ( 
| 
: 
_ 
| b 
} fi 
SL 
' << s 
z pe 
ee 
| 
. ‘s 
| — 
| | 
+ | 
| 
,_ i a 
| ——= ee | 
re 
i 
eee ee 7 
. sr 
ho 5 
ike’. .. 40 + ee — 5 y . eS . ' on 1 Aa ts : fo J ae wee me 
Bl: a aed do Bab tat ai: E F ¥ aos A sa 3 : 5 ay ‘ ‘ Pare hese i . a " % x 


Advertising Age, December 8, 1947 


Representatives Elect 


James B. Jones, Scripps-How- 
ard Newspapers, has been elected 
president of the Detroit chapter 
of the American Association of 
Newspaper Representatives. Other 
officers are: Preston Roberts, 
O’Mara & Ormsbee, vice-presi- 
dent; Arthur E. Dixon, Osborn, 
Scolaro, Meeker & Co., treasurer, 
and Davide E. Sampson, Jann & 
Kelley, secretary. 


Pan Am Names Roelof 


Gerrit E. Roelof, formerly inter- 
national advertising and publicity 
director of Walt Disney Produc- 
tions, Hollywood, has been named 
advertising manager of Pan Amer- 
ican World Airways’ Pacific- 
Alaska division, with headquar- 
ters in San Francisco. 


FC&B Names MacCabe | 


Brian MacCabe, former adver- | 
tising director of British Overseas | 
Airways Corporation, London, has | 
joined Foote, Cone & Belding’s 
London office as executive direc- 
tor and a member of the plans and 
management boards. 
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Pillsbury Plans 
Holiday, January 
Flour, Mix Ads 


MINNEAPOLIS — Pillsbury Mills’ 
pancake flours will get off to an 
early start next year, with full- 
page four-color ads scheduled in 
January in Country Gentleman, 
Life and The Saturday Evening 
Post. 

The ads will feature Ann Pills- 
bury menu recipes using both the 
buckwheat and plain pancake 
mixes. 


Ann Pillsbury recipes will also 


be featured in similar ads backing 
Pillsbury’s Best flour in Decem- 
ber. Headlined “Merry Christmas 
to You,” the space is devoted to 


special holiday pastries. They will 
appear in The American Weekly, 
Chicago Tribune, Providence Jour- 
nal, St. Louis Post-Dispatch and 
St. Paul Pioneer Press. 

McCann-Erickson here handles 
the account. 


Appoints Klaus 

E. H. Klaus & Co., Los Angeles, 
has been appointed western states 
representative for the Sherman 
Certified Controlled Circulation 
Plan of Sponsored Motion Pic- 
tures and Slide Films, Washing- 
we, 


Names Farren V.P. 


Julian Farren, an account ex- 
ecutive, has been named a vice- 
president of L. W. Frohlich & Co., 
New York. 


ret and an 


Glenn Buck, Gen. Mgr. 
+f P.O. BOX 1349 + “DENVER 2, C010. _ 


MEMBER—WESTERN ASsociateD FARM PAPERS 


Santa's Distribution Problem 


W° DON’T want to do anything to upset the magic of Santa 
Claus and his method of world-wide distribution on the 


eve of every December 25th. But management and industry must 


deal in facts and figures, not in folklore and fantasy. 


Distribution Age editorially covers the eight basic phases of dis- 


tribution, presenting facts and figures that effect further practical 


economies in distribution. 


Distribution Age reaches 38,995" readers, a concentrated circula- 
tion of top purchasing-executives seeking new methods, equip- 
ment and services that will reduce distributive costs. If this is the 


highly selected market you want to reach it can be yours economi- 


cally—in Distribution Age. 


*Latest survey indicates average of 2.73 readers per copy 


HIGHLIGHTS FROM THE 
JANUARY ISSUE OF 


r 


DISTRIBUTION TRENDS AND PREVIEWS 
. . The coming year poses many impor- 
tant problems in distribution . . . leading 
authorities in industry and DA staff cor- 
respondents will discuss some of these 
problems as they affect management and 
policy, planning and methods and opera- 
tions and equipment .. . One of the en- 
couraging trends in business today is the 
growing recognition by top management 
of the fact that distribution is the service 
end of sales and that the intelligent co- 
ordination and integration of distribu- 
tion's physical phases — transportation, 
handling, packing and packaging, ware- 
housing, finance and insurance, marketing 
and service maintenance can determine 
markets and affect consumer prices 


* 
SYMPOSIUM OF 1!948 PROBABILITIES 
. . Outstanding leaders in transportation, 
materials handling, packing and packag- 
ing and warehousing will present brief, 
crisp analyses of probable developments 
in their respective fields during the com- 


ing year. e 


THE NATIONAL TRANSPORTATION 
PICTURE . . . Current problems that 
affect the future of our national transpor- 
tation system fall into three categories: 
1. Problems that call for legislative treat- 
ment or remedy. 2. Problems of adminis- 
trative character growing out of legisla- 
tive authority. 3. Problems of management 
and ownership .. . Dr. John H. Frederick, 
DISTRIBUTION AGE consultant and one 
of the country's leading authorities on 
transportation, will discuss these and other 
problems in relation to current demands 
for a national overall transportation policy. 


DISTRIBUTION AGE 


THE MAGAZINE TH 


HASES OF DISTRIBUTIO 


100 EAST 42nd STREET 


REPRESENTATIVES IN LOS ANGELES, CAL. 
CHICAGO, ILL. * PHILADELPHIA, PA. 


T INTEGRATES ast 
- NEW YORK 17, N. 


* SAN FRANCISCO, CAL. 
* CLEVELAND. O. + SEATTLE, WASH. 


Telephone: MUrray Hill 5-8600 


A CHILTON U) PUBLICATION 
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Brown Goes to KALE 


Richard M. Brown, city circu- 


Cady Quits Candy Post 
Smith H. Cady Jr. has resigned 


lation manager of the Journal, as managing director of the Coun- | 


Portland, Ore., for the past nine cil on Candy of the National Con- 
years, has been made commercial | fectioners’ Association, effective 
sales manager of KALE, the Jour- 
nal’s station. He succeeds Norman 


Davis, resigned. |move to California. 


Among the Nation's top 62, Pilot 
Life Insurance Co. with home offices 
in Greensboro has outstripped every 
company in the South and many in 
the Country by trebling their In- 
surance in force in the last decade 
. « « Mirroring the tremendous diver- 
sified industrial and agricultural ac- 
tivity of the Growing Greensboro 
Market. 


O. F. Stafford» 
President 


Exceeded only by Maryland of the 
8 South Atlantic States and the Dis- 
trict of Columbia, North Carolina's 
—- Total Retail Sales are $1,569,256,- 
000* . . . of which approximately 


onde Ciba one-fifth or $290,642,000* is con- 

—— i Ton centrated in the Greensboro 12 

> —~{onethissor a County A. B. C. Retail Trading Zone 

ne | . . « @ gigantic sales opportunity 

“a ” matched by only ONE other market 
Se M SS in the TWO Carolinas. 


*1947 Sales Management Figures. 


Greensboro News and Kecord 


-- GREENSBORO.N.C. 
Represented by Jann & Kelley. Inc. 


Faithful, intelligent service 

to a discriminating clientele has placed us 
in a position of prominence. 

Quality reproductions are responsible for 


our leadership. 


CNM NCE INC. 


PHOIJO ENGRAVINGS OF QUALITY 


547 SOUTH CLARK STREET, CHICAGO * WABASH 6284 


as soon as a Satisfactory replace- | 
ment can be made. Mr. Cady will | 


FOR THE BAY—Frank E. Marsh, execu- 
tive vice-president and general man- 
ager of the San Francisco Bay Area 
Council, displays the dummy of the 
council's industrial development bro- 
chure at a recent meeting of Bay Area 
industrialists and business men. 


Frisco Bay Area 


Plans National 
Ad Drive in ‘48 
Using Radio Now; 


Six-Part Program 
Being Pushed 


San Francisco—The San Fran- 
cisco Bay Area Council, whose 
promotional work began on a 
modest but hopeful scale back in 


| 1944, plans to launch a nationwide 
|advertising campaign early in 
!1948 to tell industrialists and 
| business men all about the nine 
|California counties it represents. 
| The tentative schedule for the 
| program includes space in leading 
| U. S. business and industrial pub- 
| lications. The San Francisco of- 
fice of Batten, Barton, Durstine & 
| Osborn has been working with 
|the council in planning the pro- 
/gram, and in addition a public 
| relations and advertising commit- 
'tee has been formed to advise the 
|council on Bay Area advertising 
policies. 
While it plans to “go national,” 
| the council is already an adver- 
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projects and problems; and (3) | realtor, was named chairman, ar} 
analyze and take action on recom-| Fisher vice-chairman. In July o 
mended projects that will further|last year, five men sat down 
the economic, industrial, commer-j|around a table in San Francisc, 
cial, civic and cultural growth of|and agreed to underwrite $60 ,()09 
the area. of a $100,000 minimum yezrrly 
Fisher Launches Plan _ budget to carry on the program. 

R. Earl Fisher, until recently | 2" couneilsepenad its: offices at 


vice-president and public relations {386 Montuenty Bt August, 
director of Pacific Gas & Electric 
Company, and now head of his 
own public relations and market- 
ing service here, is credited with 
starting the plan of getting the 
communities to unite their efforts 
in a well-integrated unit. In 1944, 
he rounded up: the initial group 
of executives, who convinced 
other leaders in major fields that 
the Bay Area should work to- 
gether to accomplish the things | 
needed for all nine counties in the | 
critical postwar period. 

The San Francisco Bay Area | 
Council actually emerged early in| 
1946. Maurice G. Read, Berkeley | 
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| tiser. It sponsors a weekly dra- 
|matic show, “Memories of a Pio-| 
ineer,” over Station KPO, San| 
Francisco. Written by Sam Dick-| 
son, one of California’s best-| 
/known historians, the radio show | 
| portrays actual events of 100 years 
ago in the Bay Area, climaxed 
with brief personal messages | 
about the present-day Bay Area} 
by leading figures in industrial, 
financial and civic affairs. 


Promote Single Package 


‘This up-to-date “Tale of Nine 
Counties” is being narrated 
around the natural advantages, 
accomplishments and future hopes 
of the nine counties bordering on 
the Bay—-San Francisco, Contra 
Costa, Alameda, Marin, Solano, 
San Mateo, Napa, Sonoma and 
Santa Clara. These nine counties 
and their 66 principal communi- 
ties are pushing their area as a 
single packaged market and west- 
ern headquarters for American 
industry and trade. 

Their unified action aims at 
selling the Bay Area first, leaving 
the details of final plant or busi-| 
ness location up to the prospect | 
and individual community. For | 
under the nine counties’ program, | 
the prospect’s requirements are| 
studied carefully and then recom-| 
mendation is made as to the one} 
community (in a few cases, more| 
than one) which best fills the bill. | 

The council was established to: | 
(1) Coordinate and unify the ef-| 
forts of public and private agen-| 


cies leading to the successful com- | 
pletion of Bay Area development | 
activities; (2) serve as a clearing | 
house and information center for 
area-wide civic and economic} 


a 5”. Height to fit your copy 9" 
i mes Jn 
pliner Write for prices today. 

id 


oF iti hes, « 


In 48 give your 


4 


advertising a break—Use 


————— 


our best prospects 
porting 
atures 


dership 


or your sales story jj 
ion—finet printing 


et Coverage of y 
ving news FE 
ntation of fe 


: 5t- mo 
Be prese 
Fi oh advertising rea 

: page domination | 
a cra fine reproduct 
Mm finer pape! 


tain esa ane? 


¥ 
ee 
hee ile 


Advertis 


1946, witl 
ecutive 1‘ 
eral man 
operation, 


At its 
the coun 
“Bay Are 
for Prog 
program 
a board 
resentativ 
election | 
pring the 
more tha 

The coi 

1-H 
house of 
and is a: 
industries 
It is dev 
locations, 
ings on p 
attract ni 
pleting a 
vey to at 
cially ne 
It is coo 
vertising 


ee 


WA) 


AM 


a eer yh. ’ - Bigity. - : a . Fs * ‘ j = A < <5 ~ ee : Mio Oe = ge fe ny is for 
; || Ad —_ 
‘ - =’ % * a m 
a pews | 
’ P 4 | - 7 ‘6 LO AO 
ee eee ee ee i ; 7 gy i ole 
% Seton ef <%, | 
on © in _ 
ety " IN THE Se | ee, | — . ae 7 2a a 
 &g - : — * | 
| 
ao Bi 2 a aainiiees at | | , 
«! a& | | 
We ad | 
i , gt 
; a % as 4 AS me a 
| — —~ ae 
: } keg : naan a i) Z tl ) 
t ‘ a siaipenaeaae Ae Sh Sain af | aa 3 4 
a ° " a aang BY Mee | 
ae a 6=— ll Dayton 
res cite, omg i sd [Cl —— /S ————_ 
—~= SEGLOWING WORDS ABOUT YOUR PRODUCTS 
| Se ee eee ew -o + Ai Ie i ss 
ae. ; 
"ad re | 7 ) 
| ; m 
(- | 
| S — a t 
| Cai ¢ 
| : KES 
| | : * 
—_— Ci 
La =, = gig De . _ 
| ee = oS 3676 BEEKMAN ST. CINCINNATI 23, OHIO 
| 
| ———_— ho 
| YH Ne , —— " 
Py Ee 7 is 2 2 —“F 
| \ | } IK? | | —_ oe . . gp aes earn Hs Seed: ae oe oe 3 4 
ie ae von 
| ™ The Show-window pant ne Field @ 
| 4 oa lar Packaging» s 
4 . 7 
ae | & P 
os - \\ ae 
ee a : PACKAGING PARADE 7 | 
) WU 


= =’ 


Advertising Age, December 8, 1947 


1946, with Frank E. Marsh as ex- 
ecutive vice-president and gen- 
eral manager in charge of staff 
operations. 


Has 6-Point Program 


At its final meeting last year, 
the council adopted its slogan, 
“Bay Area Teamwork, a Formula 
for Progress,” and a_ six-point 
program for 1947. It also formed 
a board of governors of 100 rep- 
resentative leaders, and announced 
election of 50 new members to 
bring the council membership to 
more than 200. 

The council’s program includes: 

1. It is serving as a clearing 
house of building site information 
and is assisting prospective new 
industries in locating in the area. 
It is developing more industrial 
locations, and acting to put ceil- 
ings on prices for sites that would 
attract new business. It is com- 
pleting a product and market sur- 
vey to attract the industries espe- 
cially needed in the Bay Area. 
It is coordinating Bay Area ad- 
vertising campaigns directed to 


WU 


new industrial prospects. It is| 
preparing a Bay Area brochure | 
to supplement local community 
information on industrial oppor- 
tunities and markets. It is making 
cooperative studies on raw mate- 
rials; housing, transportation, 
labor, zoning and other factors 
related to industrial development. 

2. The council is gathering data 
for recommendations on the much- 
debated Second Bay Crossing 
question, as well as other major 
Bay Area _ transportation and 
shipping problems. 


‘World Trade Center’ 


3. World trade development ac- 
tivities are being conducted, in- 
cluding preparation of a world 
trade brochure and promotion of 
a new “World Trade Center” in 
San Francisco. 

4.. The council is developing a 
master plan that will project into 
the future and fix for years to | 
come the approximate position of | 
highways, railroads, airports,| 
waterways and industrial and 
residential sites, so that the Bay 
Area will be assured proper co-| 
ordination of areas for work, | 
recreation, shopping and home) 


| life. 


more than 3 
2500000 
circulation 


| central 
|/public opinion and support on/| 


5. The council is serving as a) 
agency for marshaling | 


projects or proposals of interest | 
to the entire Bay Area. | 
6. With the assistance of a rep- | 


/resentative committee of public 


relations representatives, the 
council is establishing a central 
clearing house of information and 
source material on Bay Area in- 
dustry, trade, civic and cultural 
programs and projects. 


Sees Population Gain 


The council predicts that the 
area’s population, now 2,540,000, 
will reach a maximum of 3,500,- 
000 by 1960. Per capita income 
averaged over $1,500 in 1946 and 
the nine counties’ 800,000 families 
are said to represent more than 
2.5% of total U. S. buying power. 

To carry out the industrial de- 
velopment phase of its program, 
the council has organized a Bay 
Area Industrial and Business De- 
velopment Committee. A subcom- 
mittee is preparing the brochure 
for prospective new businesses, 
which will be used by all com- 
munity organizations. The council 
also is making a final revision of 
a Bay Area directory of indus- 
trial and trade information 
sources. . 

Recognizing the need for youth- 
ful vigor in its activities, the 
council formed a Junior Chamber 
of Commerce committee to repre- 
sent the 3,000 members of the 
area’s 15 junior chambers. This 
group will sponsor a Bay Area 
Industrial Exposition in the San 
Francisco Auditorium next July 
2-9. Many industries have al- 
ready agreed to participate in the 
show, which will commemorate 
100 years of the area’s growth. 


Appoints Blandford 


Edward J. Blandford, formerly 
public relations manager of Na- 
tional Breweries Ltd., Montreal, 
has been appointed publications 
manager of the Engineering Insti- 
tute of Canada Ltd., Montreal. 


To Meldrum & Fewsmith 


Meldrum & Fewsmith, Inc., 
Cleveland, has been appointed by 
Tinnerman Products, Inc., Cleve- 
land, speed nuts and speed clips, as 
marketing consultant and advertis- 
ing agency. 


Tolle Named Director 

Norman W. Tolle, president of 
the Tolle Company, San Diego 
agency, has been elected a director 
of the Southern California Adver- 
tising Agencies Association. 


Agency Plans to Build 
Foltz-Wessinger, Inc., Lancaster, 
Pa., agency, plans the construction 
of a two-story office building in 
the suburban Musser Park area. 


Offer Journalism Course 


The Industrial Editors Associa- 


a short course in industrial jour- 
nalism to be held Feb. 18-20 in 
Thorne Hall on the downtown 
campus of the univeristy. 


R. L. Polk Names Blohm 


H. H. Blohm has been appointed 
head of the motor statistical de- 
partment of the direct mail di- 
vision of R. L. Polk Company, 
Detroit. C. G. Thornburgh has re- 
tired as vice-president of the 
motor statistical department. 


| GM Names Otto | 


General Motors Overseas Op- 


agency for automotive non- | 
vehicle products. 


Crews Joins Swink 
Preston Crews, formerly adver- 


tion of Chicago and Medill School erations, New York, has appoint-/|tising manager of the Hydraulic 
of Journalism, Northwestern Uni-/|ed Robert Otto & Associates, New | Press Mfg. Company, Mt. Gilead, 
versity, will be joint sponsors of York, as its export advertising | O., has joined the copy and crea- 


tive staff of Howard Swink Ad- 
vertising Agency, Marion, O. 
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520 N. MICHIGAN AVE., CHICAGO 


Pickles 
Add to Payroll 


In 


WASHINGTON’S 


TACOMA-Pierce County — Wash- 
ington’s Second Market — 


compact 


No. Nine of ao Series 


metropolitan area of 
greatly diversified business and 
industry. It's an area which must 
be covered if you hope to do an 
effective sales job in the Puget 
Sound country—an area which 
can be covered only by the lead- 


Nese 


A scene in the 
an affiliate of 


western states, 


CON? 


L & N Products plant— 
Nalley's, Inc., and one 
of the 4,235 diversified payroll build- 
ers of Tacoma-Pierce County. The plant 
produces a full line of pickles and 
relishes, distributed throughout the 11 


in Alaska and Hawaii. 


MARKET! 


is a 


ilies. The other 
. 
paper 10%... 


ing local newspaper. The domin- 
ant Tacoma News Tribune reaches 
78% of the Second Market fam- 


Tacoma paper 


the Seattle morning 
. the Seattle even- 
ing paper 4%. The News Tribune 
is a “must”—every time. 


Now Delivering More Than 60,000 Daily! 
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Steuben Uses NY 
Dailies Promoting 


Royal Gift Display 


|of food parcels which will be dis- 


New YorK—The Ultra Steuben 
Glass Shop on Fifth Ave. re- 
cently placed advertisements in 
eight New York City newspapers 
inviting the public to view replicas 
of the wedding presents Princess 
Elizabeth received from President 
and Mrs. Truman and Ambassador 
and Mrs. Douglas. 

The ads told the public they 


could see the glass bowl and serv- | 


ing plates, which were made by 


| Steuben, 
|Glass Works, 


LETTER GADGETS keep those letters out 
the waste basket and pay for them- 


These are attention- 


a division of Corning 
for an admission 
price of 25 cents. Proceeds of ad- 
mission, at the desire of the Prin- 
cess, will be applied under the 
auspices of CARE to the purchase 


tributed in Great Britain. 
Steuben agency is Hartwell 
Ayles Advertising, New York. 


Two Name Tullis 


Craig Oil Company of California 
and Lucky Automobile Supply 
Stores have appointed Tullis Com- 
pany, Hollywood, to handle their 
advertising. Newspapers, outdoor 
|posters and radio will be used in 
Oakland and Los Angeles for the 
oil company, and spot announce- 
ments in Fresno, Bakersfield and 
Los Angeles will be used by the 
auto supply chain. 


‘Bank Names Frost 

| The Second National Bank of 
|Boston has placed its advertising 
with Harry M. Frost Company, 
| Boston. 


posta sgruel Ms a % 


a Saget : 


requirements. 


reference. 


IEN’s broad coverage and specialized 
factors in all divisions of industry 
advertising it carries is most likely 


coming year. 


COST? Only $95 to $102 a month 
for standard representation. 


Thus news and information about your products in Industrial Equipment News 
will reach active operating, engineering and production men in the larger 
plants in all industries at a most opportune time . . 
are LOOKING FOR* product information in relation to their current product 


*IEN’s current readership verification returns continue 
te indicate that 96°, of its readers use it for buying 


when and as their activities and product requirements expand during the 


INDUSTRIAL EQUIPMENT NEWS 


THOMAS PUBLISHING COMPANY 


NEXT YEAR 

LIKE ANY YEAR 

PRODUCT SPECIFICATIONS 
AND PRODUCT BUYING WILL 
START AND FINISH WITH 
PRODUCT INFORMATION 


. when and where they 


appeal to active specifying and buying 
gives top assurance that the product 
to reach both old and new markets 


DETAILS? Ask for a copy of “The 
1EN Plan” and for IEN’s new 
NIAA outline. — 


7% 


461 Eighth Avenue 


Boston—Chicago—Cleveland 
Detroit 


FOUNDED 1933 


New York 1, N. Y. 


Los Angeles—Philadelphia- 
Pittsburgh 


ATwo Billion $ Market 
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Central Studios 


Highlight of the Year 


Buyers for the nation's chain and in- 
dependent auto supply stores will 
read Automotive Retailer before they 
leave their desks to attend the 


AUTO ACCESSORIES 
VOLUME SHOW 


in Atlantic City, Feb. 9 to 12, 1948. 
Your advertising copy for the pre- 


show 
JANUARY ISSUE OF 


= AUTOMOTIVE RETAILER 


will get attention from big buyers of 
auto supplies, hardware, radio, tele- 
vision, electrical goods, sport goods, 
paint, bicycles, toys and allied mer- 
chandise. 


FORMS CLOSE DEC. 23, 1947 


used to illuminate the conventi 


ACRYLIC—Sun Oil Co.'s new Lucite acrylic resin sign is shown here illuminated 
at night from the inside by two cold cathode tubes. The light is diffused evenly 
over the entire surface of the sign. The projecting arms and lamp, which were 
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onal sign, are now unnecessary. 


Sun Oil Adopts 
Unusual Lucite 
‘Station Signs 


PHILADELPHIA—Two years of re- 
search by four companies has fi- 


of diffused light. 


vulnerable projecting lamps are | 
unnecessary in the new Lucite| 
|signs now being installed by Sun 
|\Oil Company. Two cold cathode | 
|tubes mounted inside the sign fur- 
‘nish a light which spreads uni- 
| formly over the entire surface of 
the sign. 

| Conceived by Sun Oil engineers, 
fabricated by Ranger - Tennere 
Company of New York, and as- 
sembled by the Cutler Sign Com- 
|pany, also of New York, from Du 
‘Pont’s Lucite acrylic resin, the 
new sign “pipes” the sun’s rays 


nally produced an outdoor plastic | 
sign which glows evenly by means | 


The conventional and highly | 


Jamestown Changes 
to Blackstone Corp. 


The stockholders of Jamestown 
Metal Equipment Company, 
| Jamestown, N. Y., have voted to 
|adopt the name of the subsidiary, 
|Blackstone Corporation, for the 
|parent company, manufacturer of 
home appliances. 

Blackstone will launch an ad- 
vertising program in _ national 
magazines in January. 


Names Eggers-Rankin 


Selb Mfg. Company, St. Louis, | 
has appointed Eggers-Rankin Ad-| 
vertising Service, St. Louis, to) 
|handle its advertising and mer- 
chandising. The firm plans an ex- 
panded 1948 sales program. 


WGAT Appoints Curtis 


Station WGAT, Utica, N. Y., has 
appointed T. L. Curtis Advertising 
| Agency, Utica, to direct its ad- 
| vertising. 


Nymberg Joins Hercules 


R. J. Nymberg, formerly with 
Gar Wood Industries, Inc., has 
joined Hercules Steel Products 
Corporation, Galion, O., as gen. 
eral sales and advertising man- 
ager. 


“lumes’ Moves Offices 
The Daily Times, Wilson, N. c. 
located on the courthouse square 
for more than 50 years, has moved 
its offices to 117 N. Goldsboro St. 


in Savannah 


. « « and in the homes of 
over a million people, in 79 
counties, of the great 
Georgia-Carolina seaboard 
market. 


#2 WSAV 


AFFILIATE 
630KC + 5000 WATTS - FULL TIME 


over both sides of the sign by! 


day, eliminating the usual shad-| 


(CANSHVILLE 


(Hub of a 8600.000.000 Market j 


Ows. 
| A variety of color combinations 
_is available, and the plastic is said 


‘to be virtually unaffected by | 
ex- | 
/posure. Holes made by rocks and | 
|stones do not shatter the signs; 
|the holes can be “patched” with | 


weather after nine years’ 


additional plastic. 

Soap and water and even a hose 
and plain water are said to clean 
the sign effectively, including the 
rust streaks which so often per- 
manently stain the conventional 
service station identification signs. 


‘Radio & Appliance’ 
| Gets New Format, Editor 


Radio & Appliance Journal, 
| published by Kolbe Publications, 
|New York, has overhauled its 
| format, added a new editor, and 
joined Controlled Circulation 
| Audit. Its new editor is Nat Bool- 
hack, former newspaper man and 
recently editor of Photographic 
|Trade News and Cleaning & 
Laundry World. 

Establishing a 30,000 circulation, 
the Journal can look back on 31 
years, in which it was successively 
| Talking Machine Journal, Talking 
| Machine & Radio Journal, Radio 
& Electric Appliance Journal, and 
| finally Radio & Appliance Jour- 
inal. O. A. Feldon will represent 
the publication in Chicago. 


Names Basford Agency 

G. M. Basford Company, New 
York, has been appointed advertis- 
ing, public relations and market- 
ing counsel for Aluminum Import 
Corporation, New York, distributor 
in the western hemisphere for 
products of Aluminum Company 
of Canada and other manufactur- 
ing units of the Aluminium Ltd. 
group. 


WMPS Names Walker 


Harold F. Walker, formerly in 
charge of the sales staff at Station 
WISH, Indianapolis, has been ap- 
pointed commercial manager of 
WMPS, Memphis. 


—Tenn. Conservation Dept. Pi ‘0 


With its dark-fired tobacco known and preferred in 
many countries, Montgomery County, Tennessee, makes 
its tobacco a major crop and its tobacco floors a major 
industry. Corn, wheat and livestock, added to tobacco, 


rank Montgomery as one 


of the richest agricultural 


counties in Tennessee. Clarksville, the county seat, is a 
thriving city of many industries. Low-cost TVA electric 


power is distributed throughout the county. 


Montgom- 


ery is one of the thirty-six counties comprising the 
Nashville trading area—the rich market blanketed by 


Nashville’s 


two great newspapers. 


NASHVILLE CITY ZONE POPULATION. .. .266,505 
NASHVILLE MARKET POPULATION...... 920,843 


EVENING 
NEWSPAPER PRINTING 
Represented by 


Nashville Banner The Nashville Tennessea 


The 
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MORNING SUNDAY 
CORPORATION, AGENT 
Branham Com p an) 
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Rockmore Survey 


Reveals Fashion 
Mail Order Boom 


New YorK—The future of fash- 
ion mail order advertising looked 
bright when the Rockmore Com- 
pany released the results of a sur- 
vey of 20 publications in the field 
recently, revealing substantial in- 
creases. in 1947 in both fashion 
mail order linage and in the num- 
ber of advertisers who used this 
method of distribution. 

The agency’s report showed that 
in 20 magazines carrying wom- 
en’s fashion mail order advertis- 
ing, linage in 1947 increased 
12.10% over 1946. There was an 
average of 13.5 women’s fashion 
mail order advertisers in 1946, 
and 20.7 in 1947, representing an 
average gain of 7.2 advertisers 
per magazine. 

In 12 magazines, publishers re- 
ported an average gain of 10.3 
women’s fashion mail order ad- 
vertisers who had never before 
utilized this method of distribu- 
tion. 


Viewpoints Differ 


Out of 11 magazines which re- 
sponded to a question concerning 
the local store’s views, only two 
found a feeling of resentment on 
the part of the retailer, the 
agency’s report said. 

A leading women’s group noted 
the geographical expansion of 
fashion mail order selling, adding: 
‘It is spreading from small town 
to suburban and urban areas. A 
very bright future in store.” 

On the other hand, Charm felt 
that fashion mail order selling is 
a war-born business that will die 
out when shortages are over, and 
Good Housekeeping asked: “In 
normal times, why should women 
buy by mail when they can go to 
stores?” 

The questionnaire was sent to 
103 publications by Rockmore, 
and the results were compiled by 
Fact Finders Associates. 


Grocery Ad Study Goes 
into Second Printing 


“More Power in Newspaper 
Ads, Part 1,” the 52-page illus- 
trated booklet on grocery ad 
readership published in October 
by the Bureau of Advertising, 
ANPA, New York, has gone into 
its second printing. Some 2,500 
copies have been distributed to 
advertising agency personnel and 
national advertisers. Copies are 
available upon request to the bu- 
reau. 


Nelson to ‘UN World’ 


William Nelson, formerly in 
charge of editorial of the indefi- 
nitely postponed Crowell-Collier 
international magazine project, has 
joined the editorial staff of United 
Nations World, New York. During 
the war Mr. Nelson served with 
the OWI as Information Officer in 
Moscow and later became editor 
of the State Department Russian 
language publication, Amerika. 


Hart Promotes Dreier 

John F. Dreier, former assistant 
sales manager, has been appointed 
sales manager of Hart Mfg. Com- 
Pany, Hartford, manufacturer of 


the mostats and other control de- 
Vice s. 


—_— 


BEGINNER'S LUCK ? 


! dug amatcaur can set 


OTOTYPE 


5 ROSCOE ST., CHICAGO 13 
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Plans Special Edition 


American Lumberman & Build- 
ing Products Merchandiser, Chi- 
cago, is issuing a special issue Dec. 
20 to petition Congress “with im- 
pelling reasons why the building 
industry will break all known 
home building records in 1948— 
if Congress will continue its con- 
structive policy of non-interfer- 
ence.” The special issue will be 
sent to every representative, sen- 
ator, President Truman and his 
cabinet members, in addition to 
leading retailers, wholesalers, job- 
bers and other industry factors. 


Names Stelle V.P. 


B. Weston Stelle has been ap-|. 


pointed a vice-president of Stew- 
art-Jordan Company, Philadelphia 
agency. He will be in charge of 
new business. 


| pany, 


Appoints Frohlich 


Lakeside Laboratories, Inc., 
pharmaceutical manufacturer, with 
plants in Milwaukee and Brown 
Deer, Wis., has appointed L. W. 
Frohlich & Co., New York, as its 
agency, effective Jan. 1. 


Hamilton Appoints 


Alexander Hamilton Institute, 
New York, has appointed St. 
Georges & Keyes, New York, to 
handle its advertising. The ac- 
count previously was handled by 
Walter M. Swertfager Company. 


Two Name McMurphey 


George W. McMurphey Adver- 
tising Agency, Portland, Ore., has 
been appointed to handle the ad- 
vertising of Mione Packing Com- 
McMinnville, Ore., and 


Gillen Lumber Company, Portland 
and Pittsburgh. Mione will pro- 
mote its hors d’oeuvres pastes, 
snack bar and related products in 


magazines and trade publications. 
Gillen plans to launeh two cam- 
paigns in lumber and construction 
magazines. 


The Key fo 


GUILD COMPANY 


| 


Lists 


. { fists ) 


able lists. 


. 


_ MAIL SELLING 


Tell us about your = 
offer and we will 
recommend suit- — 


can be sure farm folks are listening. This ace farm 
reporter has informed and entertained them for 
more than five years on “Let’s Go Visiting,” the 


Allied Mills, Inc. 


love it. 


You can be sure that Allied salesmen love it, 
too. They’ve seen how effectively carefully planned 
Spot Radio sells Wayne Feeds in 32 agricultural 
states. They've seen how effectively it influences 
dealers, as well, throughout this hard-to-reach terri- 
tory. Like hundreds of other regional advertisers, 
Allied Mills, Inc. discovered the value of matching 
media to markets the Spot Radio way. And they've 
proved it in profits. 

Why not find out how much the powerful 


flexibility of Spot Radio could add to your adver- 


@ When Med Maxwell goes on the air, you 


tising plans? Ask your John Blair man. 


Advertising of Allied Mills, Inc., is handled by 
Western Advertising Agency, Chicago 


Spot Radio Program. And they 


Offices in Chicago » New York © Detroit » St. Louis © Los Angeles * San Francisco 
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G-E Boosts Smith 


G. E. Smith, supervisor of the 
distribution section, has been ap- 
pointed manager of the district 
and distribution division, adver- 
tising and sales promotion divi- 
sions of General 


Electric’s ap- | 
paratus department, Schenectady, | 
N. Y. 


James D. Woolf Talks... 


Advertising Age, December 8, 147 


that week, burning with curiosity, 
, asked, ‘“‘Why the rose?” “Oh, that’s 


| Salesense in 


retired 


FLY FISHING or 
SALES HUNTING? 


IF you want the addresses of 300 
fly fishing enthusiasts in the Great 
Lakes region—or 10,000,000 
former service men across the 
cougtry, DUNHILL List Co. will 
COMPILE the names for you, or 
supply them from one of the most 
complete libraries of selective 
lists in existence. 


®@ Foreign Lists 

® National Lists 

®@ Neighborhood Lists 
@ Industrial Lists 

®@ Banking & Finance 
@ Professional Lists 

@ Housewives 

® Known Donors 

@ Merchants 

@ Teachers & Students 
®@ Religious Lists 

® Associations & Clubs 
@ Ex-Service Men 

® Anything 


REMEMBER you haven't BEGUN 
to open up your list possibilities 
until you've talked to DUNHILL! 


~ DUNHILL LIST CO., INC. 


565 FIFTH AVENUE 
NEW YORK 17, N. Y¥ 


will appear 


‘Showmanship in Advertising | 
My often-stated opposition to | 
the current epidemic of nonsense | 
in advertising—to the amateurish | 
‘and almost unfailingly unfunny | 
| “humor” on which so much money 
\is thrown away by bemused ad- 
| vertisers—has brought me this 
‘inquiry from a reader: 
| “Are you saying that advertis- 
|ing must necessarily be *dust-dry 
‘and dull? Can it not be spectacu- 
lar — even sensational —and still 
|suggest that the advertiser be- 
|lieves his readers possess average 
|intelligence and personal dignity? 
Surely there is a place for show- 
manship in advertising.” 


| 
| Slapstick Not Showmanship 


| I believe that “Showmanship” 
|packs power in advertising. But 
it seems to be the fashion in some 
quarters to confuse showmanship 
with rather dreadful slapstick | 
comedy. Let us begin with a defi- | 
nition. 

The Mail Order Journal once}! 


said that “showmanship is merely | 


Registered 


James D. Woolf, famed copywriter and 
vice-president of J. Walter 
Thompson Company, is writing a series 
of discussions on tested ideas and basic 
advertising principles. 
is aimed primarily at the small business 
man who may be a neophyte at adver- 
tising, AA readers will find instruction 
and entertainment in the discussions and 
sidelights on advertising successes which 


|ing Monday morning, 


just a reminder,” said the clerks, 
“to tell you about the wonderful 
values in lampshades we are offer- 
ing this week.” The sale was a 
great success. 

Now the point to note is that 
|there was nothing cheap or un- 
dignified about this little stunt. 
The merchant did not make a 
spectacle of himself as a cutup. 
He set about getting attention, 
which was his objective, without 
resorting to cheap theatrics. 


Showmanship at Its Best 

Let me try further to illustrate 
the use of dignified and pertinent 
showmanship by an instance in 


Advertising 


While the series 


here each month. 


another name for the well-known/|a very ordinary business enter- | 


advertising principle of getting at- | prise. Floyd L. Smith is the 


tention.” Messrs. Goode and Kauf- | owner of a thriving restaurant in 
man (“Profitable Showmanship”) Seattle. He and his mother, who 
wisely point out that the quality is his partner, observed that most 


‘of the attention gotten is always| People have a great yen eo 
ey | 


the important factor. fashioned green apple pie. 
Not long ago a variety store | knew it was not enough merely to 
merchant in a small midwestern | list apple pie on their menus, even 
city found himself badly over-|if it’s good yummy green apple 
stocked with imitation silk lamp-|P'® —_ : 
shades. He ran a conventional ad| _Meditating on this, they de- 
or two but did not get the results | cided to make their restaurant 
he had hoped for. He thought up| known in Seattle as The Home of 
a little scheme—a bit of show-|the Green Apple Pie, and this 
manship—that worked. news they emblazoned on big 
signs for all to see. Inside the 
Novel Scheme Clicks 
He plotted a small teaser aa |S caught by the “Pie-O-Graph,” 


with nothing in it but a picture | @ huge wall chart that records 


of a pretty girl with a big rose | UP-to-the-minute figures on the 


in her hair, plus of course the | Bumber of pies the restaurant has 
name of his store. On the follow- | baked since the opening day in 

after this | 1920—more than 2,000,000 cur- 
|rently at the rate of two green 
apple pies every sixty seconds. 


Here is showmanship at its best. 


ad had run in the local paper 
every day for a week, there was 
a huge red rose in the hair of all 
thirty-eight of his salesgirls. Every 
shopper who came into the store 


News: Man Bites Dog 


The: element of the unusual is 


| seen in most instances of good 
showmanship. We are all familiar 


N 


WICHITA 


CBS... 


5000 WATTS DAY AND NIGHT. . 


aE UP 


TO THE AFH TWIN MARKET 
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S-T-R-E-T-C-H your advertising results with DOUBLE 
COVERAGE. That twin Farm and City Market served by 
KFH will “rise and shine” for you on’ That Selling Station 
for the Southwest. Ask any Petry office. 


THAT SOLID SECTION OF 7 | 3 
KANSAS RICHEST MARKET P | 


is A HOOPERATED cITY 


Be wicnim 


. CALL ANY PETRY OFFICE 


_man bites dog. The first adver- 
/ tisers to offer the consumer his 
|money back by double or triple, 
'in the event of dissatisfaction, got 
|attention with a bang. It was the 
/unusualness of the offer that in- 
| trigued people and interested them 
;in the advertised products. The 
|guarantee as such actually meant 
little: few purchasers, even in 
instances of dissatisfaction, 
‘bothered to send in for their 
money. Incidentally, it has al- 


use of the guarantee national ad- 
,vertisers have been more aggres- 


restaurant the hungry diner’s eye} 


with the classic definition of news: | 


ways seemed to me that in the}; 


sive and ingenious than most (e. 
tailers. 


Something for Nothing 


Any little stunt that is unusual, 
| provided it is dignified and sensible 
|and pertinent to your business, js 
desirable. Here is a druggist who 
is attracting favorable attention in 
his town by giving away free ice 
cream cones to every school child 
who comes in with A’s on his report 
card. Here is a radio and phono- 
|graph shop that invites you in its 
|advertising to come into the store 
and make a record of your voice, 
/or your wife’s or children’s, free 
of charge. Here is a dress shop, 
dealing principally in children’s 
clothes, that each week runs in 
the paper a “Greetings to Baby” 
four-column ad _ illustrated with 
photographs of three or four loca] 
infants. The pictures, usually 
baby’s first, are borrowed from the 
delighted parents. Such little 
stunts as these are salesense—not 
nonsense. 


Study Human Emotions 

The good showman, in adver- 
tising or anything else, must 
understand human nature. Messrs. 
Goode and Kaufman say that one 
might define showmanship as “the 
sympathetic contemplation of the 
human emotions and the profit- 
able appeal thereto.” In this con- 
nection there is an old story about 
| Cyrus McCormick that I like. 
| Out to capture England as a 
'market for his binder, he decided 
|to show it against competing ma- 
|chines at the big London agricul- 
'tural show. He was beset with 
| ill luck right off. His machine, 
|taken across on a ship that was 
partially wrecked, was dumped 
off at the dock rusty, dirty, bat- 
tered up. McCormick, knowing 
that competing machines would 
be brightly painted and _berib- 
| boned, had to think sharp. 
| There was still time to do a 
|refurbishing job, but McCormick's 
|sense of drama, his instinct for 
|showmanship, his feeling for 
_people, ruled against it. Sorry- 
| looking horses dragged his dilapi- 


HE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago 5.1 )}inois 
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Read the exciting story of “big time” merchandising at 
point of sale and how you can build maximum sales 
| with Brand Identification Signs. 
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Makinen Tackle 
Name Contest 
to Last a Year 


Kaveva, Micu.—Makinen Tackle 
Company has opened a year-long 
contest for the best names for its 
new fish lures. 

The contest, which opened last 
month and will close Sept. 30, 
1948, will be advertised in Field & 
Stream, Holiday, The Saturday 
Evening Post, Sports Afield and 
other magazines. In addition, mats 
are provided to dealers. Proof of 
purchase of any of Makinen’s 
lures must accompany entries. 

Prizes will include a Chevrolet 


'and 2,000 other prizes. 


The Makinen company was 
formed here three years ago. The 
original group of four lures has 
been expanded to 65. 

Cc. J. Ollendorf, Advertising, 
Chicago, handles the account. 


Names Ferguson Agency 


McCambridge & McCambridge 
Company, Baltimore, has appoint- 
ed Courtland D. Ferguson, Inc., 
Washington, Baltimore and Rich- 
mond, to handle its advertising. 


Revilo Appoints Kashuk 


Revilo, Inc., New York, maker of 
the Oliver blouse, has appointed 
Lew Kashuk & Son Advertising 
Company, New York, to handle its 
advertising. 


Names Hirshon-Garfield 


Abeles Shirt Company, New 
York, maker of Fruit-of-the-Loom 
shirts, has appointed Hirshon- 
Garfield, New York, to handle its 
advertising. 


Floyd Joins NBC 


Harry T. Floyd, formerly with 
Walt Disney films, has been ap- 
pointed account executive in the 
NBC television sales department 
in New York. 


63 
Opens St..Louis Branch Selvage & Lee Moves 


Guilford Advertising, New | Selvage & Lee, industrial public 
York, has opened a branch office relations, has moved its New York 
in the Arcade building, St. Louis. | office to 1 E. 43rd St. 


. varied 


illustration 
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Baba fy DOUBLE GIFT—This two-bottle gift 

t. package will spearhead retailers’ mer- 
With MJ chandising on Corby's Reserve whisky, 
i tr product of Jas. Barclay & Co., Detroit. 
ally 
m the dated contraption into the arena 
little Band the huge crowd gasped with 
f—not B astonishment. But such is the 
Englishman’s love for the under- 
dog in any sporting event that 
McCormick’s binder, winning 
adver- H hands down, was the talk of Lon- 
must @ don for days. 
essrs. A sympathetic understanding of | 
at one H people and their emotional reac-_ 
S “the Btions is a priceless asset in the | 
of the @ wonderful art of putting show- | 
profit- @ manship in your advertising. 

S con- 
about 
e. AAR Elects Henry 

as a Robert S. Henry, assistant to the | 
ecided @ president of the Association of | 
g ma- @American Railroads, Washington, | 
sricul- has been elected to the newly cre- | 
. with gated post of vice-president in| 
seithine charge of the public relations de- 

’ Bpartment. Albert R. Beatty, man- 
it was Boger of the press and radio sec- 
umped Mtion, has been named _ assistant 
y, bat- @ vice-president. 
1oWing bla t tinction 
woul B Names All-American 

El Continental, El Paso, Tex., | 
do alas appo inted All-American | 
het Newspapers’ Representatives, New | 
mick’s @ york, as its national advertising | 
ct for @ representative. 
p for > ee 
sia. Hanks Made Ad Head 


Marshall Hanks, formerly in the | 
foreign sales department of the} 
Gisholt Machine Company, Madi- | 
son, Wis., has been appointed ad- | 
vertising manager of the company. | 


Joins Paris & Peart 


Don E. Jordan, former copy- 
writer at McCann-Erickson, New 
York, has joined Paris & Peart, 
New York. . 


Look (1 P 


in the basic sources 


OF MARKET INFORMATION 


*& Industrial Marketing's 
INDUSTRIAL MARKET DATA BOOK 


100,000 VISITORS YEARLY SET NEW 
ATTENDANCE RECORD FOR WFBR! 


Advertisers get huge “PLUS” 
from word-of-mouth praises! 


Every weekday—week in, week out—crowds of eager Balti- 
moreans flock to WFBR (more people yearly than live in 
Savannah, Georgia). These 100,000 people from all walks 
of life come to W FBR to see broadcasts, visit modern studios, 
look at highly merchandised product displays and receive a copy 
of “Let's Listen"—W F BR's chatty, informative house organ and 
program highlight guide. They leave with heightened interest in 
all W FBR programs. 


The hundred thousand represent, at no extra cost to you, an 
intensive loyalty factor that can’t be duplicated in Baltimore 
radio. They're the reason we're known as... 


ABC BASIC NETWORK ® 5000 WATTS 
REPRESENTED NATIONALLY BY JOHN BLAIR & COMPANY 


IN BALTIMORE, MD. 
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Foster & Kleiser 
PR Program Goes 
into All Details 


Outdoor Firm Fights 
Ugly Signs; Program 
Starts with Employe 


San Francisco—So you don’t 
like outdoor signs that clutter up 


Don’t let it worry you. 


the same way about it. In fact, 
it has for some time supported a 
model zoning law that would con- 
fine outdoor plants to specified, 
strictly commercial areas and non- 
scenic highway spots. 

Foster & Kleiser—the largest 
company of its kind on the West 
Coast—knows the importance of 
public opinion. As a result, it 
conducts an intensive public ‘re- 
lations program that ranks with 
the best. 

The outdoor firm—operating in 
500 communities in California, 
Arizona, Washington and Oregon 
—has a public relations depart- 
ment in each of its 11 branch 
offices. In the general office here, 
George W. Kleiser Jr., vice-presi- 
dent; V. R. Lewis, public relations 
director, and John E. Kleiser, as- 
sistant director, devote most of 
their time to the matter, and co- 
operate with Rex Harlow, public 
relations consultant. 


Program ‘Begins at Home’ 


Convinced that good public re- 
lations should begin at home, the 
Foster & Kleiser program places 
special emphasis on employe re- 
lations. The company employs 
1,200 people, and has a payroll 
of more than $4,000,000 a year. 

F&K workers are eligible for 
group medical and hospital insur- 
ance and for group life insurance. 
The company pays more than half 


get two weeks’ vacation with pay 
—and more, after they have served 
varying lengths of time with the 
company. 

F&K conducts continuous studies 
of the employes’ attitudes about 
working conditions, needs, inter- 
ests, aspirations and other mat- 
ters. New employes receive full 
sets of F&K literature about its 
history, policies, code of ethics 
and the importance of the com- 
pany and outdoor advertising in 
the nation’s economy. They are 
all taken on a tour of offices and 
studios. 


Get Annual Reports, Bulletins 


Employes receive a monthly 
house organ called “Our News”; 
they are encouraged to use sug- 
gestion boxes to pass along ideas 


= SPEARHEAD-— 


Don't be satisfied 
with ordinary wasteful 


DISPLAYS 
Way We Suggest .. + Now is 


the time to employ our counsel and serv- 
ices to insure best acceptance, maximum 
use, consistent results. 

We are a Display Agency and cooperate 
fully with your advertising agency to 
“Pipe-in" the force of national advertising. 
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W. L. STENSGAARD & ASSOCIATES, INC. 


392 N. JUSTINE STREET « CHICAGO 7, ILL. J@ 


YOUR DISTRIBUTION PROMOTION PLANS WITH 
LEADERSHIP AT “POINT OF SALE” 


: 


— 


DEPARTMENT FLOOR UNIT 
for EKCO products, featuring Flint Cutlery 


k. 


36 Pages ; ; ; 420 Pictures ; ;; an Exhibit of Performance 
Write for @ copy of it Today om your Business letterhead, 


America’s lorgest Organization Specializing 


n Merchandise Presentation 


scenery and residential districts.|°" efficiency, etc., and get $5 or 
|/more for each suggestion put in 


Foster & Kleiser Company feels | 


the life premiums. The employes | 


‘Children need Unde 
Affection and Guidance to 


— 


ad 


PART OF A PROGRAM—Foster & Kleiser Co., West Coast outdoor firm, uses 
these "Ad Andy" messages as part of its well-rounded public relations program. 


practice. All suggestions are ac- 
knowledged. 

Employes also receive copies of 
the annual report to stockholders, 
as well as booklets issued for 
sales, advertising and public re- 
lations purposes, letters dealing 
with important aspects of com- 
pany operations, and copies of 
“bouquets” received from cus- 
tomers or others. They also get 
frequent “flash” bulletins with 
news of important developments. 

More specifically, all employes 
who want to can attend regular 
meetings held to develop better 
understanding of public relations 
principles in general and with 
reference to particular jobs in the 
company. 

The community relations pro- 
gram has the objective of form- 
ing, in itself, a vital and construc- 
tive force in all cities and towns 
in which Foster & Kleiser oper- 
ates. 


Has ‘Ad Andy’ Signs 


Its outdoor plants are used in 
this program. The company main- 
tains two regularly reserved poster 
showings for public service 
throughout the year. At times 
these are given to messages for 
the Red Cross, Community Chest, | 
March of Dimes and similar pub- 
lic campaigns. At other times they 
are devoted to messages featuring 
“Ad Andy,” F&K’s trade charac- 
ter. Each of these is about juvenile 
delinquency, traffic safety, church 
attendance, freedom of the press, 
of speech, of the air, etc. 

Each branch manager then di- 
rects a broad program of follow- 
up and personal contacts in con- 
nection with the donated space. 

Speaker training courses are 
offered free of charge to all em- 
ployes. They have the oppor- | 
tunity to use the speaking ability | 
developed in telling the company’s 
story at frequent open-houses held | 
for service clubs, civic improve-| 
ment clubs and many other ac-| 
tive organizations which regularly | 
visit the firm’s offices and studios. | 

Among the materials being de-| 
veloped by Foster & Kleiser for 


use in advertising and advertising 


art education is a comprehensive | 
| booklet on poster design recently | 
|completed by Walter Warde, gen- 
}eral art director. It is being dis- 
tributed free to all art students | 
|in the Pacific Coast area. 


Preparing Ad Booklets 


| A color booklet featuring “Ad | 
| Andy” has just been published 
|and will be distributed to children | 


|of kindergarten age to acquaint | 


‘them with Ad Andy and his pub-| 
art studios. 
ment heads talk to classes 
|schools and universities in an ef- 
| fort to bring the latest information 
lin the industry to those on the 
|}academic level. The company is 
|exhibiting its collection of Euro- 
| pean travel posters in schools and 
universities, museums, art gal- 
leries and art schools throughout 
the Pacific Coast as a contribution 
,to public appreciation of art. The 
exhibit is booked for a year in 
|advance in California alone. 

| Right now Foster & Kleiser’s 
public relations department is 


company’s 


meeting, 


Be . 
|lic service messages. 


Art classes are invited to the | 
Depart- | 
in | 


planning a series of booklets on 
advertising to be prepared jointly 
by the company and an advisory 
committee from the Board of Edu- 
cation here. The material will be 
made available without charge to 
all schools in the West Coast area. 


Stockholders ‘Deluged’ 


Printed stuffers and special bul- 
letins, company publications, re- 
prints of speeches, special letters, 
booklets and brochures, holiday 
and birthday greetings and re- 
ports on specialized research are 
all used by Foster & Kleiser in 
contacting civic, business and 
other groups. 

The company also explains its 
operations to locations owners 
with booklets and brochures en- 
closed with rental remittances. By 
this means the social value and 
usefulness of outdoor advertising, 
and Foster & Kleiser’s part in it, 


| are emphasized. 


Foster & Kleiser’s 1,700 stock- 
holders regularly receive frank 
explanations of the firm’s achieve- 
ments and _ shortcomings. They 
get not only the annual report 
but the house organ and frequent 
communications informing them 
about company developments, how 
it is doing, the difficulties it is 
its successful activities, 
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etc. 

Suppliers and creditors are y. 
formed about the outdoor adver. 
tising business and Foster 4 
Kleiser through personal conta: ts, 
by stuffers in all communications 
going to them, occasional specia) 
booklets and other printed matter. 

Foster & Kleiser Company cur- 
rently does more than $10,000,009 
annual business. It spends about 
$1,600,000 a year for materials 
and is one of the largest con- 
sumers in its area of electricity 
for illumination. 

In cooperation with the Out- 
door Advertising Association of 
America, Foster & Kleiser is spon- 
soring a movement to eliminate 
objectionable signs from public 
highways and_ other’ locations 
where they mar the landscape. 


R&R Appoints Elms 


Brooks Elms has been appoint- 
ed* radio account executive of 
Ruthrauff & Ryan, New York. He 
formerly held a similar position 
with Geyer, Newell & Ganger. 


Increases Circulation 


Effective January, 1948, Sports 
Management, Cleveland, will in- 
— its circulation from 5,000 to 
10,000. 


TYPESETTING WANTED 


We are looking for one or 
two select customers who 
can use a modern, efficient, 
well-equipped typographic 
plant. Equipped for catalog 
and ad work. Please call 
Dolph Crawford, Web. 2419. 


Northern California. 


TOTAL NET PAI 


pay 147,308 


| 
| 


| 


| 
| 


sssOCretro #8tee .. 


With 74.9% of its total daily and 73.6% of its total 
Sunday circulation HOME DELIVERED, the Oakland Tribune 
alone covers Metropolitan Oakland, 3rd largest market on 
the Pacific Coast. Since 1939, the Oakland. Tribune has 
had the greatest home delivered daily city circulation in 


(A.B.C. Publisher's Statement. March 31, 1947) 


Oakland. Tribune — 


wrmeirwoto ... 


WILLIAMS, LAWRENCE G CRESMER 
, Beets fnttading Sand 


D CIRCULATION 


suxpay 161,002 
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Wire Services 
Prep for Video 
Newsreel Race 


New Yorxk—One of the happy 
omens for the future progress of 
the television industry is the 
scramble of the press associations 
to get in on the ground floor as 
newsreel sources for video. 

At week’s end the Associated 
Press was working double time, 
hoping to initiate daily newsreel 
service for television stations by 
mid-December. 

International News Service, 
which flew films of Princess Eliza- 
beth’s wedding from London to 
NBC on the day of the ceremony, 
claimed an early television news- 
reel scoop. 


UP Service Soon 


United Press, one of the first 
major wire services to give seri- 
ous consideration to television, re- 
fused to say for publication ex- 
actly when its regular newsreel 
schedule will begin. Indications 
are that once-a-week service, at 
least, can be expected within a 
few weeks. 

Newsreel developments among 
the press associations were 
brought into sharp focus recently 
by Britain’s royal wedding, on 


which press and radio also ex- 
pended a great deal of energy. | 
AP, INS and UP all covered this | 
for television. | 

AP’s London, New York and | 
Washington bureaus now are pro- | 
ducing newsreels, some of which | 
are made available to telecasters | 
gratis, on an experimental basis. | 
Operations are under the supervi- 
sion of Hugh Wagnon, executive | 
representative for AP, whose of- 
fices are in New York. 

This organization began pro-) 
viding telephoto service to video, 
outlets some months ago, as did) 
its two chief competitors. 


Film Flown to N. Y. 


INS’ newsreel of the British 
wedding, which was carried by 
the NBC television network along 
with some film furnished by the 
British Broadcasting Corporation, 
was in New York by 4 a. m. the 
day after the ceremony. 

In addition to stills and films, 
which telecasters obtain at cost, | 
INS releases television. news on 
wired tape and specially edited 
pages to four eastern stations. It 
now offers a news and photo. 
package for video. 

Robert H. Reid recently was. 
named manager of the television 
department of INS and its picture 
branch, International News Pho-.| 
tos. In addition, he will continue | 
his old duties as assistant sales 
manager. 

UP’s television coverage of Eliza- | 
beth’s marriage was carried by 10) 
Stations. Still pictures were made | 
by Acme, with scripts by former | 
radio writers now assigned to tele- | 
Vision. Subscribing clients on an) 
experimental basis for its tele-| 


WHY OVERLOOK 
10 BILLION $$$ 
WORTH « SALES! | 


Wake up! 15 million American Negroes 
buy food, drinks, drugs, cosmetics, 
othe: products. They have 10 billion 
dolla-s to spend! Tell them what you 
have to sell. The best way is through 
Race publications, the Negrocs’ own 
Newsoapers and magazines. Through 
ther. you make friends with the most 
loya’ customers in the world. Tremen- 
dou orofits are made through adver- 
isin. to this great and growing mar- 
Ket. Por full details write Interstate 
Unit 4 Newspapers, Inc., 545 Fifth 
Ave. N. Y., serving America’s leading 
advertisers for over a decade. 
NO E: We now have facts compiled by the 
* ™® Research Co. of America on brand 
th *'ences of Negroes from coast to coast, 
* oly study of its kind ever made. Write now 
s free information. 


photos include WNBT, New York, 
and WBKB, Chicago. 

Production ceordinator for tele- 
vision at UP is Phil Newsome, 
radio news manager. 


Slater Starts Campaign 


Slater Electric & Mfg. Com- 
pany, manufacturer of wiring de- 
vices and other electrical prod- 
ucts, through John Mather Lupton 
Company, New York, has launched 
a national advertising campaign 
in the December business papers. 
The program also includes cata- 
logs, special literature, and indus- 
trial exhibits. 


Names Ray-Hirsch 


Ray-Hirsch Company, New 
York, has been appointed to direct 
the advertising of the inter-com- 
munication systems of Transfone 
Corporation. 


KPO Changes to KNBC 


KPO, 50,000 watt San Francisco 
station, began operating as KNBC 
on Nov. 23. The station is an NBC 
affiliate. 


Airport Against Plan | 
for KSTP Video Tower | 


The metropolitan airports com- 
mission has termed a_ proposed | 
568-foot television tower to be | 
erected by NBC Station KSTP, | 
Minneapolis-St. Paul, as hazard- | 
ous to planes using the Twin) 
Cities airport, Wold-Chamberlain 
field. KSTP President Stanley 
Hubbard termed the commission’s 
proposal to limit the tower to 471 
feet as “ridiculous” and that it 
would deprive at least 50,000 per-| 
sons of television facilities. 

Reduction in the tower’s height 
would lower television transmis- 
sion distance by a three mile 
radius around the Twin Cities in 
Minnesota and Wisconsin. KSTP 
plans to start construction of the 
tower as soon as FCC approval is 
received. 


Resumes Publication 


Continental Life Insurance 
Company, Toronto, has re-issued 
“Continental Contact,” policyhold- 
ers’ magazine, after a five year 
suspension. The publication is is- 


sued twice yearly. 


This és 


BARNES & REINECKE 
PRODUCT STYLING 


\ 


ALARM CLOCK STYLED FOR 
THE O. B. McCLINTOCK CO. 


TIMED to TOMORROW 


Your product can be styled to 
sell against tomorrow’s competi- 
tion Teens we at Barnes & 
Reinecke know industrial and 
consumer design trends far in 
advance. By 1950, at least 178 


OUR 14th GREAT YEAR 


products recently — by our 
specialists will hit the markets. 


Write {* new, full color bro- 


chure and procedure to good prod- 
uct design and styling. 


STAFF OF OVER 200 


BARNES & REINECKE, INC. pesiGNers and ENGINEERS 


234 EAST OHIO STREET, CHICAGO 11, ILLINOIS 


IF IT’S LIONS YOU WANT... 


Use a .416 Rigby in Kenya Colony! 


IF IT’S SALES YOU WANT... 


Use WTIC in Southern New England! 


By every measurement, station WTIC, Hartford, 


| me DIRECT ROUTE TO SALES 


dominates the prosperous 


Southern New England Market. 


IN Southern Mew England 


The = Broadcasting Service Corporation Affiliated — NBC 
aq _and New England Regional Network — bs 
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forum. Letters are welcome. 
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This department is a reader’s 


O/, = hurting the markets, forcing prices! HOBART YOUR LAST ISSUE INDICAT- | 
a cae bead higher, and if the jobbers take|1nc PARLIN IN 1926 COINED ALL 
, ; away this incentive for paying | BUSINESS IS LOCAL BEFORE BUREAU | 
To the Editor: Recently it was your bills promptly it is going to) WAS GLEAM IN ANYONES EYE MUST 
announced by several of the paper cause a credit disruption which REPORT BUREAU FATHERS TOO OLD | 
distributors that the policy of 4 will affect the ready cash of the|aT THAT TIME TO BRING FORTH 
2% cash discount was being dis-| jobbers. |GLEAM. BUREAU OF ADVERTISING 
continued, and in its place a 1% We have already found it to our FUNCTIONING AS SUCH SINCE 1913. 
cash discount was being offered.) ,qyantage to buy from local inde-|MopEsty HOWEVER PREVENTS AS- | 
After discussing this problem with pendent sources because they can | SERTING PRIOR COPYRIGHT CLAIM.) 
a number of printers in Wichita pe persuaded to offer the 2% dis-| ALL BUSINESS IS LOCAL STARTED | 
and surrounding towns, we feel’ count to secure a big order. | WITH ADAM. 
that editorial comment should be! We think the financial gain the | ALFRED STANFORD, | 
made by all the trade papers Te-| paper houses will make by offer- Bureau of Advertising, Ameri- | 
garding this practice. — , ing only a 1% cash discount will) can Newspaper Publishers 
oe yg Potente for pe hl ‘be offset by a poor cash position) Association, New York. 
¢ co so « . and a harder sales job. vvwy 
ready cash to operate effectively Girrorp Bootu Jr., —_— Orange Copy 
the first of each month, and to The Grit Printing Company, Ran 10 Years Ago 


give the good credit risk a little Wichita, Kan. 
advantage for paying his bills "ae ee | To the Editor: This is not a 


promptly. We are. entering | ‘complaint but just a bit of infor- 
period now where speculative, Adam Started It mation to help keep the record 
buying is taking place, and it’s | To THE EpITor: RELETTER Don |straight. Your issue of Nov. 10 


“Far outranking all other areas of 
America, the Western states have reg- 
istered the greatest population increase 
and the influx continues unabated. 
Here is the prime market for every- 
thing. More mouths to feed, more de- 
mand for cattle, dairy products, equip- 
ment, —-more of everything. In the 
West, expansion is a permanent force 
that gives WESTERN SPECIALTY 
PUBLICATIONS a distinct advan- 
tage advertising-wise.” 
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Terrell T. McCarty 
President 
The McCarty Company 
Los Angeles, California 


WESTERN SPECIALIZATION 


DAIRY: Only 26% of California's 138,917 farms have 2 or more 
dairy cows; 13% have only | cow; and 61% don't have even 


one dairy cow on their farms. 


SWINE: Only 15% of California's farmers raise hogs a situation 
distinctly different than the midwest, where relatively few 


farms are without livestock or poultry. 


BEEF 
CATTLE: 


The latest government reports classify only 89% of the farms 
of California as Livestock Ranches a fact which quickly 
explains why Western Livestock Journal carries many times 
more livestock advertising than ALL other western farm pub- 


lications combined. 


To sell the cattle rancher, hog man and dairy farmer on the 
west coast, place your advertising message where it will be 


read by the livestock and dairy trade. 


Livestock and dairy products represent 46°, of all agricul- 


tural income from the Pacific Slope. 


Western Livestock Journal 


Western Dairy Journal 
4511 Produce Plaza — Los Angeles 11, Calif. 


|& Leche, Inc., of Dallas. 


carries a story with a Weslaco, 


/Tex., date line, reporting that “for 


the first time, oranges will be ad- 


|vertised under the Texsun brand 


name. Previously, only grapefruit 
juice and fresh grapefruit were 
advertised under the name.” 
Your correspondent evidently 
was misinformed, probably by 
someone not familiar with the 


AMERICA'S 
SWEETEST/ 
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(0 GRANDE VALLEY CITRUS EXCHANGE » WESLATO 


EXAS 


earlier history of Texsun advertis- 
ing. The Rio Grande Valley Cit- 
rus Exchange, now the Texsun 
Citrus Exchange, was developed 
as a national advertiser in 1937 by 
Miles F. Leche, president of Leche 
Fresh 
oranges and grapefruit, as well as 
canned grapefruit juice, were ad- 
vertised nationally under the Tex- 
sun brand name from the very be- 
ginning and throughout the sev- 
eral years that agency served the 
account. Proof of these facts is 


Advertising Age, December 8, 1947 


given by the enclosed dated proofs 
| Media used included national con. 
/sumer, business, and trade maga. 
|zines, newspapers from coast ty 
coast, and radio spot announce. 
/ ments. 

NaTHE P. Baasy, 
Executive Vice-President, 
/ Leche & Leche, Inc., Dallas. 


Shows the Elegant Way 


To the Editor: Since you wij 
get other letters like that of M; 
Arthur Brown, who requests that 
you refer to undertakers as mor. 
'ticians, you might post the follow. 
ing list of trades and their elegan; 
variations in your office for future 
reference: 

Common Name — Elegant Variatioy 

Undertaker—Mortician 

Press Agent—Public Relations Coun. 
selor 

Real Estate Agent—Realator (sic) 
Druggist—Pharmaceutical Chemist 

| Dise Jockey—Transcription Directo, 
Eye Doctor—Ophthalmologist 
Farmer—Agriculturist 

| Barber—Tonsorial Artist 

| Shoe Repairman—Shoe Rebuilder 

| Peddler—Itinerant Vendor 

Weatherman—Meteorologist 

|Grave Digger—Memorial Park 

cavator 

| Junkman—Waste Goods Dealer 
Wet Nurse—Mammillary Practitione: 

Rat Catcher—Exterminating Engi- 
neer 

| Garbage Collector—Sanitation Tech- 
nician 

| Chauffeur—Automotive Engineer 
Plumber—Sanitary Engineer 

| Insurance Agent—Insurance 
sultant 

Painter—Interior Decorator 

| Bill Poster—Outdoor Lithographer 
Ice Man—Refrigeration Service Man 

Corn Doctor—Podiatrist 
Bartender—Mixologist 

| Tout—Handicapper 


Ex- 


Con- 


Janitor—Custodian 
Bouncer—Sergeant at Arms 

File Clerk—Sequestrationist 

Safe Cracker—Explosive Metallurgis! 


Of course, there are many more 
to add to this list. They all are 
as sensitive about their occupa- 
tions as undertakers (oops, I mean 
morticians) are about theirs. 

Mark TABER, 
Mason Warner Company, Chi- 
cago. 
oe ee: 


Toni Accounts 
to Get AA Story 


To the Editor: The Toni Com- 
pany was quite pleased to see the 
extensive article you ran on the 
growth of our concern in your is- 
sue of Oct. 6. 

We would like to get out a mail- 
ing to our key accounts around 
/the country enclosing a reprint of 
that story, and would like your 
permission to use same. 
| An early reply will be greatly 
appreciated, since we are anxious 


JAHN & 
ENGRAVING CoO. 


MONROE 7080 
17 W.WASHINGTON BL 
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to get this mailing under way as|come to the conference table es- | blindness. 


quickly as possible. 
Don BRAMAN, 
Public Relations, Toni Com- 
pany, St. Paul, Minn. 


. 7 
Truth Will Out | understanding. 
To the Editor: The two at-| 
tached items appeared in the same 
issue Of Time (Nov. 3). 
One of these items, as you will 
notice, is a paragraph from the 


| ment. 


grant,” “sellout,” 
| “collusion,” 


“monstrous,” 
“disgusting,” 


“miscellany” column which reads: | used by Mr. Kingston do not on 
“Penny wise. In Detroit, Theater|mote either understanding 
Cashier Doris Trask dropped a| progress. 


penny, stooped to pick it up, 


of such thinking and writing, they 
will provoke reactions ranging 
from blinding (an excellent word) 
anger to incredulity. Of course, 
there are many people 
| United States today who are writ- 
ing in just such terms as these for 
the very 


| 
| 


less familiar with the mechanics | 


sentially as an equal of manage-| 


Mr. Kingston, frothing at the 


Both sides must earnestly | mouth like a Pravda correspond- 
|wish for agreement and be will-|ent or a Daily Worker reporter 
| ing to work together before any lends a bad odor to the cause of 
|progress can be made toward real liberalism. He is no better than 


the unreconstructed business man 


Certainly such words as “fla-|who regards unions as corrupt 


simply because they are unions. 


r| 


“right-|It is not human nature to forget 
eous,”’ “double cross,” “spineless” | wrongs of the past but certainly 
and the many other abusive terms intelligent people should recognize | 


‘that the only solution to any prob- 
lem lies not in villification of dub- | 


To me, as a writer, they | ious villains of the past but in/| 
are so bombastic as to be absurd | working to change things to a bet- 
and devoid of meaning. In others, | ter condition as soon as possible. 


Personally, I think that there 


/are many abuses perpetrated by 


;Management which 
‘must be corrected. 


should and 
If manage-| 


|ment would only realize it, we are 


in the! 


all in the same boat and business 
cannot be profitable unless the | 


| workers, the market, are able to| 


purpose of producing | 


buy. 


» manner that the benefits accruing 


|know more about the operations) big stick, 


67 


Yes, management has many 
things to do before it can point 
too sharp a finger at most unions 
but screaming imprecations will 
will be passed on to the worker) not help. It will only make man- 
in the form of lower prices or in-|agement angry and less able to see 
creased wages. In such a case the} the logic of labor’s position. And 
union, if it really has the interests|any workable system must be 
of its workers at heart, will be} built on logic, not adjectives. 
glad to help increase production Remember what one great 


In seeking increased production | 
and lowered costs, management 
must assure the union in some 


|where it does not turn the shop | American liberal said, Mr. King- 


ston. 


into a sweat shop. Workers should | 


“Speak softly and carry a 

you will go far.” 
ROBERT L. CHOPE, 

Crescent Advertising Service, 


Kalamazoo, Mich. 


of their companies and the rea-| 
sons for decisions which affect 
them. 
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HAND BINDERY SPECIALISTS 


549 W. WASHINGTON @ CHICAGO @ RANDOLPH 3696 
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straightened to discover that 
someone had reached in her cage, 
snatched $200.” 

The other is a full-page ad, with | 
almost identical illustration and | 
theme. 

This should answer the skeptics 
who ask, “Is there truth in adver- | 
tising?” 

Ep. Bozortu, 

Fuller & Smith & Ross, Inc., 

New York 


7 
‘Speak Softly,’ This 
Commentator Advises 

To the Editor: People like Mr. 
Kingston, who writes in your 
Voice of the Advertiser column on | 
Nov. 24, give me a pain in a place 
for which I know no polite name. 
Why is it that when a man rises 
to defend his political views, he_ 
thinks he must resort to name- 
calling and mud-slinging? 

This type of expression seems to 
be particularly prevalent among 
those who call themselves liberals, 
among those who call themselves | 
Communists and among the writ-| 
ers in Russian journals. 

I cannot imagine why any real 
liberal would want to identify 
himself with these people when) 
to do so is to weaken his case by 
speaking the same language as 
those with whom a majority of. 
the people in this country seem to 
disagree violently. 

There is no pure white and 
there is no pure black just as no_ 
man is so good that he is perfect’ 
and no man so bad that some vir- 
tue, however small, cannot be 
found in him. 

Let us admit that for many hun- 
dreds of years the laboring people | 
were not given a square deal and | 
that many of them do not get a 
Square deal now. And let us also} 
admit that in many places the 
boWer gained by the working peo- 
ble for the purpose of rectifying 
these conditions has been abused. 

It cannot be expected that either | 
labor or management will submit | 

‘0 the will of the other without a} 

Struggle. But calling people 

Names isn’t going to settle things. 
lt will only cloud the issues fur- 

ther, make people more angry and 

less able and likely to arrive at a 
fair balance of power and re- 
‘pon sibility. 

The balance can be arrived at 
nly by fair, open, cool, logical 
“scussions of the problems in- 

Yolved and means for their solu- 
This is especially true since 
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National Representative: 


THE KATZ AGENCY, INC. 


v has achieved sufficient | WSIX 4 
Power and prestige to enable it to gives you 


5,000 WATTS 


d jce 
The Vo i a 


Nashville's style and quality conscious 
women are taking to fashion's ‘new look!" 
But, as always, they buy by brand and for 
top value. Take a new look yourself — at 
retail sales in the Nashville market area; 
Over 357,000,000 dollars yearly out of a 
buying income totaling 800,477,000 dol- 
lars. Why not make sure this rich territory 
is sold on the value and quality of your 
products? 
reasonable cost—through the great audi- 
ence that listens regularly to WSIX. 


Sell effectively — and at 


980 KILOCYCLES 
MUTUAL 


AMERICAN @ 
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1. CROSS COUNTRY NEWS 


Ans aviation soweneper de- 
voted to private flying . . . 
reaches over |/3 of the air- 

rts in the U.S... . circu- 
ation, 8,652. 


2. THE MAILBOX 
A direct mail advertising me- 
dium devoted to the farmer 
. . « reaches over 19,000 farm 
homes of the South Plains of 
West Texas. 


3. MERCANTILE NEWS 


A direct mail advertising me- 
dium devoted to the urban 
families of the great 
plains of West Texas . . 
reaches over 28,000 town and 
city homes. 


FOR RATES AND INFORMATION 
WRITE TO 


M. I. HALL 


PUBLISHER 
1007-A 13th, LUBBOCK, TEXAS 
EE te RTE Oe I et 


Features 1948 Cars 


Kellogg Company, Battle Creek, 
Mich., is featuring cut-outs of 
1948 cars on the backs of its corn 
flakes, the first of which shows 
the 1948 Nash. In addition to the 
cut-outs of the new cars, Kellogg 
devotes the box back to high- 
lights about company history and 
features of each car. 


Form Bramble & Odiorne 


Bramble & Odiorne, a new in- 
dustrial advertising agency, has 
been formed by O. R. Bramble 
and R. L. Odiorne, both formerly 
with Bramble-Margeson-Odiorne, 
Inc., which has been dissolved. 
Offices are located at W. Herman 
St., Yellow Springs, O., with a 
branch office at 11 West Monu- 
ment building, Dayton. 


Stevens Joins Emery 


W. W. Stevens, formerly adver- 
tising manager of the Freiz In- 
strument division of Bendix Avia- 
tion Corporation, has joined the 
creative staff of Emery Advertis- 
ing Company, Baltimore. 


North Dakota's 1947 potato crop was 
19,460,000 bushels 


nearly 10% above last year’s production 
according to U. S. Department of Agri- 


culture statisticians. 


North Dakota’s tot 


al farm production 


and livestock will amount to $900,000,- 
000, which is about $12,500. per farm. 


And The Fargo Forum is distributing 
47,000 daily and Sunday editions in 


this 


“good business” 


market. 


THE FARGO FORUM 


Published Morning, 


FARGO, 
Affiliated with Radio Station WDAY 


Evening and Sunday 


NORTH DAKOTA 


Representatives, Kelly-Smith Co. 


Qoaithom 


CUhithorn FOR AD-SETTING 
Ciithorn FOR ENGRAVING 
Vithoun FOR PRINTING 


Corporation 


Telephone Whitehall 2300 


400 North Rush Street * CHICAGO I1 °¢ sl 


| PRESENT STOCKS 
WHISKEY +> SPIRITS 


os of November |, 1947 


m= a 
Approximate Whiskey Inventory 
480,000,000 proof gollons 
Approximote Neutral Spirits Inventory 
60,000,000 proof gallons 


Total Whiskey and Spirits 
540,000,000 proof golions 


SSSSSte in 


Bproorsrrry 


SSS See 0 bidade mewn 
Total Storage Loss, Whiskey and Spirits... . . . 126,000,000 proof gals. Yr. Avg. Whiskey Bottied Fiscal Yrs. 46 8 47 . 165,000,000 wine gals 
Wet Whiskey and Spwits Available. ......... 414,000,000 proof gais Yr. Avg, Gin Bottied Fiscal Yre “46 & 47 . 19,000,000 wine gals 
OR, at Average Bottling Proof (86). ........ 490,000,000 wine gals Annual Needs Whiskey and Gin. . . . . 104,000,000 wine gals. 
Equals Equats H 
2,400,000,000 Fitths of Whiskey and Gin in Storage $20,000,000 Fitths of Whiskey and Gin per year 
Enough Stocks to Supply Full Whiskey and Gin Needs for 2 yrs. and 7 mes. 
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business Chart of rhe Meck <—e 


ADEQUATE SUPPLIES | 
UNTIL JUNE, 1950 


ot high levels of consumption 


-- Benjamin W.CORRADO, V.¥ Journal of COmMercEe 


Reduced Impact 
of Spots Causes 
Stanback Change 


SatisBury, N. C.—The reason- 
ing behind Stanback Company’s 
addition of a $1,000,000 radio 
show, after 17 years of using spot 
announcements exclusively (AA, 
Dec. 1), should give many an ad- 
vertiser and agency man some- 
thing to think about. 

John J. Larmer, president of 
Piedmont Advertising Agency 
here, has made it very clear why 
that $1,000,000 is not being added 
to the spot campaign. His ex- 
planation came with announce- 
ment that the maker of Stanback 
headache powders will shortly be- 
gin airing “The Peter Donald 
Show” on 60 “regional type” sta- 
tions five evenings a week. 

“Stanback has had outstanding 
success with radio spot announce- 
ments,’ Mr. Larmer admitted. 
“Sales have increased every year 
since the company began to use 
radio exclusively 17 years ago. 


Too Many New Stations 


“But a six-month study in- 
dicates that the influx of new sta- 
tions combined with substantial 
rate increases has completely 
changed the radio picture, espe- 
cially for the company using spot 
announcements on a long list of 
stations. With a 50% increase in 
AM stations, plus the rapid de- 
velopment of FM and television 
facilities, the advertiser sees the 
listening audience being ‘split up’ 
many more ways while announce- 
ment rates go steadily higher. 

“Even with substantial increases 
in annual budget it has been vir- 
tually impossible to maintain the 
same impact on the buying public. 
Also, the trend is to limit time for 
commercials to a very minimum. 

“Under these conditions new 
plans, new strategy are necessary 
to keep radio advertising costs 
within bounds and continue the 
selling effectiveness of radio for 
packaged goods products.” 


Schedule Market Weeks 


The second semi-annual Na- 
tional Market Week, to be held in 
the St. Paul Auditorium April 
20-23, will be promoted 
trade publications 
and Canada through Lloyd Nelson 


| lications, 


Advertising Company, Minneapo- 
lis. The Fall, 1948, National Mar- 


ket Week has been scheduled for} 
in the Minneapolis | 


|Sept. 21-24 
| Auditorium. 


'To Hugo Scheibner, Inc. 


Barney Max, Inc., manufacturer 


of California coordinated sports- | 


wear, has placed its advertising 
/with Hugo Scheibner, Inc., Los 
Angeles. Magazines, trade pub- 
direct mail and dealer 
aids will be used. 


in 37) 
in the U. S.| 


AFA Adds Six 
and Expects 15 
New Clubs by ‘48 


New YorK—The Advertising 
Federation of America, which now 
has a membership of 74 clubs, has 
recently added six advertisers and 
agencies, and announced that 15 
clubs are in the process of af- 
filiation and organization, for a 
banner year. 

The following advertisers and 
advertising agencies have joined 
the AFA in the past month: 
Gruen Watch Company, Cincin- 
nati; U. S. Brewers Foundation, 
New York; Fort Worth Star-Tele- 
gram; John E. Wolf Company, 
Oklahoma City; Olian Advertising 
Company, St. Louis, and Jessop 
Advertising Company, Akron. 

In the process of affiliation, as 
of Nov. 1, were the following 
clubs: Association of Advertising 
Men, New York; Merrimac Valley, 
Mass.; Wilkes-Barre, Pa.; Bing- 
hamton, N. Y.; St. Paul Women, 
St. Paul, Minn.; Huntington, 
W. Va., and Waco, Tex. 

Eight cities were in the process 
of organizing clubs in November, 
four of them in Tennessee. They 
were: Galveston, Tex.; Nashville, 
Knoxville, Chattanooga and Mem- 
phis, Tenn.; Charleston, W. Va.; 
Joplin, Mo., and Ft. Wayne, Ind. 


Offers Zelan Info 


A 12-page , booklet, entitled 
“Try this quiz on Zelan,” has been 
prepared by Du Pont’s Textile 
Service Section, 40 Worth St., 


New York 13, as an aid to retail | . 


salespeople in answering questions 
about Zelan, a _ water-repellent 
finish. 


Shaw Names Olafsson 


Paul Olafsson, formerly with 
Dancer - Fitzgerald - Sample, has 


been named media director of | - 


John W. Shaw Advertising, Chi- 
cago. 


| 
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increase 
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SPORT 
MAGAZINE *_7 


*Sport is now selling over 2 million monthly. 
Guarantee goes from 400,000 to 500,000 
starting March 1948. Contract advertisers 

in before Dec. 20, 1947 enjoy current 

rates through May 1948 issue. 
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WNBT and WABD 
Sign Sponsors 
for Yule Season 


New York — Television’s latest 
selling gimmick is Christmas 
shopping specials. 

In its first expenditures in the 
medium, James McCreery & Co., 
department store, is sponsoring a 
preholiday series of programs over 
WNBT. Business was placed di- 
rect. The program will offer spe- 
cific gift suggestions to undecided 
shoppers, as well as general buy- 
ing hints for the Yule season. 
Time is Fridays, 8:30 p.m., EST. 

Meanwhile, more advertisers 
are experimenting with video. 
Holt-Deland, Inc., New York used 
car dealer, is backing a five-min- 
ute Wednesday night program 
over the NBC station. This pro- 
gram will serve as a billboard for 
the station’s schedule. Transac- 
tion was through Miller Advertis- 
ing Agency. 

Vick Chemical Company report- 
edly will join WNBT’s list of 
clients soon, buying the time for 
Vaporub. 


Starts Spot Campaign 


DuMont’s station, WABD, also 
has picked up some new business. 
Starting today (Dec. 8), Norma 
Pencil Company is telecasting a 
three weeks’ spot campaign 
through A. W. Lewin Company. 

For the month of December the 
American Safety Razor Company, 
via Federal Advertising Agency, 
will be a participating sponsor for 
“Doorway to Fame.” This 30- 
minute program goes before the 
cameras Monday at 7:30 p.m., 
EST. 

At the same time, program- 
wise, things were looking up for 
television, with NBC signed for its 
second series of top-notch dra- 
matic productions. « 


To Run Six Months 


The American National Theater 
and Academy made an agreement 
with the network for 12 half-hour 
plays. These telecasts, titled ‘“‘The 
Television Playhouse,” will con- 
tinue over a six months’ period. 

First of the productions was 
Tennessee Williams’ “The Last of 
My Solid Gold Watches,” carried 
over NBC’s network of four sta- 
tions. 

The next of the Theater Guild’s 
productions was televised Sunday, 
Dec. 7, over the network. “The 


HAVE A LOOK AT THIS 


Uross Section 


of America 


Available now: a comprehensive study of 
the buying habits and preferences of the 
Peop e of Dayton, Ohio—one of America's 
key cities. What every advertiser should 
know. Examine this study before you okay 
Your next advertising schedule. Write to 


The Dayton Daily News 
Represented nationally by 
SAWYER, FERGUSON, WALKER (0. 

New York © Chicago © Detroit © Atlanta 
San Francisco © Los Angeles 


Late George Apley” was the play 
and Leo G. Carroll and Janet 
Beecher (George and Catherine 
Apley) were seen in their original 
Broadway roles. 

NBC has been angling for a 
sponsor for this talent - laden 
series. The U. S. Steel Corpora- 
tion, which pays the bill for the 
Theater Guild’s weekly radio 
drama over ABC, has been men- 
tioned as a possibility. 


Improves Transmitter 


Station WMAQ, Chicago, has 
started a $20,000 reconditioning 
program, which includes the in- 
stallation of permanent diesel 
emergency generators and power 
units for the station’s transmitter, 
located near Elmhurst, Ill. The 
work has necessitated reduction 
of the station’s broadcast schedule 
by four hours and 15 minutes 
weekly. 


Heintz Joins Four A’s 


Heintz & Co., Los Angeles, has 
joined the American Association 
of Advertising Agencies. 


Neva-Clog Names Agency 


Neva-Clog Products, Bridgeport, 
Conn., manufacturer of stapling 
machines and staples, has ap- 
pointed Wilson, Haight & Welch, 
New York, to handle its advertis- 
ing. 


Kepco Names Shaw 


Kepco Laboratories, Flushing, 
N. Y., manufacturer of electronic 
instruments, has appointed Shaw 
Associates, New York, to handle 
its advertising. 


WCAE Promotes Kelley 


William R. Kelley, who before 
the war was publicity director of 
Station WCAE, Pittsburgh, has 
been appointed merchandising 
manager of the station. 


Offers New Service 


Starting with the February, 
1948, issue, Today’s Woman, New 
York, will send stores a preview 
bulletin, called “Advertising In- 
telligence,” merchandising the ad- 
vertisements contained in each 


issue. The bulletin, which will be 
published four weeks in advance 
of the on-sale date of the maga- 
zine, will reproduce the issue’s ads 


with data for retail buyers, such 
as manufacturer’s name and ad- 
dress, trade name, wholesale price, 
delivery, etc. 


FARM STATION? 


Yes! For almost a quarter-century our 
entertainment and services have been 
planned for farmers in Kansas and ad- 
joining states. 


a 


TheVoicess Kansas 


TOPEKA 


1 


AL Budineid th Local 


Sales oases, lush and green, dot the whole wide U.S. 


landscape. But the funny thing about them is—one 


advertiser’s oasis may be another's desert. And cover- 


ing sales deserts with across-the-board national media 


can add a lot to your cost per sale. 


Take hot cereals. Nationally, oat cereals lead wheat 


by a smashing three to one. But in two of America’s 


biggest cities, among others, wheat upsets the average 


and romps ahead with a better than 14% lead! 


Proof again that markets are as different as people. 


And that the ad dollars that follow market potentials 


are the ones that bring back home the surest profits. 


BYLKCIz 


AMERICAN 


NEWSPAPER 


of ualverdiie 


PUBLISHERS 


370 Lexington Ave., N.Y. 17, Caledonia 5-8575 * 360 N. Michigan Ave., Chicago 1, State 8681 * 240 Montgomery St 


prepared by the Bureau of Advertising and published by The Oregonian (Portland, Oregon) in the interest of more effective advertising 


More and more, as costs keep rising, national adver- 
tisers are turning to the pinpoint precision of news- 
papers to get more efficiency per advertising dollar. A 
big reason why national advertisers’ investment in 
newspaper space this year is climbing more than 37% 
ahead of 1946's all-time high. 


Helping advertisers chart their way to sales opportun- 
ity is the Bureau of Advertising’s primary job. Let our 
sales analysis staff help you, too, put local marketing 
facts to work, Or write today for the newly revised 


booklet, Services Available to Advertisers and Agencies. 


ASSOCIATION 


San Francisco 4, Exbrook 8530 
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Readers express their feelings —at $10 a year — about Fortune in the 
circulation graph above. They also register their views in mail to the 
Each issue of FORTUNE brings comments on: 


publisher and editors. 


Fortune, The Magazine 


) “The new Fortune is a better product than the old Forrune; it’s a much more 
interesting and better magazine, and you are to be congratulated.” 
M. W. Clement, Pres.—The Pennsylvania Railroad Co. 


) “Sometime ago I discontinued my subscription to Fortune. However, in 
reading this issue (June) I realize my mistake and am today sending in my 
subscription. I have read all the articles in it with interest and enjoyment.” 


Wylie Brown, Pres.—Phelps Dodge Copper Products Corp. 


) “Forrune has been always a beautiful book, but there seem to be changes 
also in make-up and art treatment which contribute to its readability. I have no 
doubt that these changes must be reflected in thoroughness of readership and 
advertising usefulness.” Paul L. Lewis, Pres.—Lewis & Gilman, Inc. 


) “I have taken ForTuNne ever since it has been published and have always 
enjoyed it—some issues, naturally, more than others. I cannot help but write 
you, however, to compliment you on the current issue which, to me, from its 
editorial content and layout is way ahead of anything you have done so far. Not 
being a publisher, myself, I can’t quite figure what the changes are, but for the 
first time every single article has interest for me. For some reason both the piec- 
tures and text seem more newsy.” 


Walter H. Johnson, Jr. Vice President—The Marine Midland Trust Co. of New York 


) ‘You are to be congratulated for the fine editorial job that ForTuNe is doing. 
We are confident that the high editorial standard set by Fortune will never be 


exceeded if equaled.”: William S. Frazier—John Falkner Arndt & Co., Inc. 


Fortune, Issue by Issue 


January Issue 
“This is the most interesting issue of Fortune I’ve seen.” 
Maubert St. Georges, Pres.—St. Georges & Keyes, Inc. 
February Issue 
“The February issue is a good job, on which I congratulate you.” 


George A. Blackmore, Chairman of the Board—Westinghouse Air Brake Co. 
March Issue 


“T read the March issue of FoRTUNE with much interest and delight.” 


E. C. Sams, Chairman of the Board—J. C. Penney Company 


April Issue 
“T have read the April issue with a great deal of interest and have circulated 
it among my associates.” Carl M. Loeb—Carl M. Loeb. Rhoades & Co. 


May Issue 


“Congratulations on the consistently high caliber of FortuNE both from the 


standpoint of attractiveness and the wealth of factual information on American 
industry. In these respects your May issue is a masterpiece.” 
C. H. Brehm, |} ice Pres.—The Cramer-Krasselt Co. 


June Issue 
“| would rate the entire June issue far ahead of any | have received in recent 
months. It sets a mark for you to shoot at in coming issues.” 
Theo. C. Wiehe, Chairman of the Board—Schenley International Corp. 


* 


* 


July Issue | 

“Never have I been so pleased as to read the editorial in the July issue. I would 
like to submit copies of the article to as many influential industrialists as | know 
in Brussels and influence by ricochet some of our most executive ‘planners.’ ” 

Maurice De Vos—Vilvorde, Belgium 

August Issue . 

“You have prepared an interesting, valuable, and timely study of the building 
industry ... Incidentally, [ hear nothing but the highest praise for the fine cali- 
ber of ForTUNE.” Rep. Albert L. Reeves, Jr.— Washington, D. C. 


September Issue 

“I have been a fairly steady reader of ForTUNE for about two years, during 
which period my enthusiasm for it has grown continuously. Finally (with the 
September issue) I have reached the point of compulsion to write and express 


L. B. Sager, Pres.—Embosograf Co. of Illinois 


my feelings.” 


October Issue 
“In addition to ‘Northrop Wing,’ the entire issue was outstanding for the year.” 
Hugh Potter, Pres.—River Oaks Corp. 
November Issue 
“In the brief time that I have had this copy I read a large part of it, as I think 
it is one of the most interesting copies of ForTuNE that I have seen.” 


J. H. S. Ellis, Pres —Kudner Agency, Inc. 


* 


Advertising men over 40 remember when FortuNE was a new magazine for 30,000 
““‘tycoons.’’ That was 1930 when national income was $75 billions. Today it takes all of 


Fortune's 250,000 to cover adequately the men who control companies in an economy 
of $199 billions. Decisions are bigger — bigger men make them. Consequently, when 
the purchase of products or services is made by, or needs the approval of manage- 


ment, ForTUNE can help out tremendously. 


STORY Bl 
blocks to 
“chart,” tl 
income foi 
the amour 
the amour 
two sets o 
shows the 
France, G 


PARTYGC 
included | 
for Colga 
brand ma 


ie ; 3 = = = - an < * . > = < é a : = ~ be % ae 5 £ pe “a eh < ri « . 7 E a a ay 
| . . a ae 
: 
Pees E 
ee ee 
é : ? : Base ox % 
he: Popes ee f s 
. ae ee % 4 
| ees SS 
, a ate . | 
@ oe M 
| be of bs 
| pare 
: tae rag ee eS sae? 
. ae ee Be é aoe 
: ce oe > . he sore 
, | gee ee 
| RO RE RE Oo eas, 
fk Ge tet, 
| | “a Be, ba? ae - io > ce Sus 
4 ey ; te tit ee | | 
ee  ¢ 
; : 
; . , 
4 : | 
| 
| : 
7 
! 
| 
, : 
, 
4 | 3 
i 
a a 
Z J 2 
= bs 
Heh ~ ‘ 
ee FP ae 
| ee Pe Be 
—— 
- 
a 
: 
a 
a 
eee 
) | rye JUNIOR 
ee os, is cae 
: a tia ‘ined e re lems of ij 
aan ms ole 8 . ads 
—— ’ 
s cd, , : Pc 
om é ; 4 : F 
s : | | 
ae . ‘ . P . j ¢ ee ke Be 7 Bee | , 


Advertising Age, December 8, 1947 


1] |PHOTOGRAPHIC REVIEW 


im 


STORY BUILDING—Walter D. Fuller, Curtis Publishing president, uses a set of 
blocks to build dramatic charts for a talk on the economic system. In this 
“chart,” the two blocks at left show employment in 1890 and 1947, the next two 
income for the same years. The next series of three shows the relation between 
the amount of bread secured by a Russian workman for one hour's work in 1938, 
the amount secured by an American workman in 1938, and in 1947. The next 
two sets of blocks give the same data for butter and beef. The final set of six 
shows the average postwar income of workmen in Russia, Germany, Sweden, 
France, Great Britain and the U. S. The ‘'prosperity" stool is used for Mr. 
Fuller's notes. 


PARTYGOERS—Guests at a party for “Mr. and Mrs. North" in New York 

included (left to right) Robert Healy, vice-president in charge of advertising 

for Colgate-Palmolive-Peet; J. A. Reid, CBS account executive, and F. S. Drake, 

brand manager, Colgate-Palmolive-Peet. The program is heard Tuesdays at 
7:30 p. m., EST, over Columbia through Sherman & Marquette. 


Rie 


OF THE WEEK 


SPEAKER AND HOST—Charles Luck- 
man jokes with Ernest E. Johnson, of 
Carter-Johnson Associates, New York 
consultant on Negro media, during a 
Capital Press Club luncheon in Wash- 
ington, at which the Lever president 
was guest speaker. Mr. Johnson served 
as a consultant to the food committee, 
and was a co-founder of this club of 
Negro newsmen who cover the capital. 


CONFERENCE—Hubbell Robinson Jr. 
(right), CBS vice-president and direc- 
tor of programs, and Harry S. Acker- 
man, vice-president in charge of radio 
program operations for Young & Rubi- 
cam, New York, hold an impromptu 
conference preparatory to Mr. Acker- 
man's joining CBS as executive pro- 
ducer Jan. |. 


‘oe F 


JUNIOR COUNCIL—Botsford, Constantine & Gardner, Portland, Ore., established a Junior Council this fall to give its clients 
the concentrated thinking of all five of its offices. The council supplies ideas, enthusiasm and analysis to promotion prob- 
lems of its clients and meets regularly for discussion about advertising problems. Shown in this gathering are (left to right): 
Homer Groening, Reinhart Knudsen, Everett Doten, John Heverly, Rod MacDonald, Karl Bender, Stanley Parshall, David Bots- 

ford Jr. and W. W. Woodbridge Jr. 


EVER CREATED TO MAKE 
LEGS LOOK MORE BEAUTIFUL! 


Never before o razor ke this! One glimpse of 
fvershorp’s new Fashion Razor ond 
all ordinory rozers become old-fashioned! 

. is the first gad only woman's rorer 
ever designed to slick ewoy Unwanted hair on 
legs ond wederorns without scraped or rough- 
ened skin--even W you dent we crepm of 
lather. Positively does net make holy grow 
coorser! Leaves shin cleaner, smocther, 
seher thes you ever thought? possibie, 

, The only owe with Automatic Slade 
Changer*, You con't sick fingers. No blade 
handling of urwrapping! Se sary to clear! 

The only roma smart enongh for your dregs 
ing table. the Fasbion Rexeri Get yours today 
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GLAMOR RAZOR—Eversharp, Inc., Chicago, gives its new fashion razor a 
glamorous layout in this color magazine page. 


LOOK AHEAD TO '48—Arno Johnson (second from left), vice-president and 
director of research and media, J. Walter Thompson Co., New York, talks with 
head-table guests at a meeting of the Advertising Club of Atlanta, where he 
gave a picture of "Consumer purchasing power and 1948 market potentials.” 
With him are (from left) Russ Paulson, Atlanta manager of JWT; William W. 
Neal, partner of Liller, Neal & Battle and president of the Atlanta club, and 
Lester M. Price, vice-president and manager of the Atlanta branch, General 
Outdoor Advertising Co. 
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UNDERWOOD 
all a Julie 


IN COLOR—Underwood Corp., New York, is supplying dealers with this three 
dimensional display which supports an actual portable. The small unit at the 
left is for counter use. 
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SIGNS OF LONG LIFE’ 
| FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division of 


ef Artkroft® Corporation 
900 Kibby St., Lima, Ohio, U.S.A. 


“Tredemerts U.S. Pe. OFF 


'\Form Memphis Agency 


| A new Memphis advertising 


agency, Greenhaw & Rush, Inc., 
has been formed, with Holton C. 
‘Rush as president and E. B. 
'Greenhaw as vice-president. Doyle 
‘Fellows has been named art di- 


‘rector, and Harold Bartlett, pro- 


|| duction manager. 
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IS FIRST IN THE HEART OF ILLINOIS 


100% greater 
night-time coverage 


With FCC approval of 5000 
watts fulltime and improved 
transmitter location, construc- 
tion is now in progress to assure 
WMBBD even more Plus-Power 
where it counts. WMBD’s 
night-time coverage area blan- 
keting Peoriarea should be at 
least doubled, materially in- 
creasing the definite bonus- 
audience proven by all current 
surveys. Thus, WMBD soon 
will give “bonus coverage” of 
its established bonus-audience. 


Edgar L. Bill, President 


20% greater 
day-time coverage 


Optimum tower height (.625 
wavelength) and improved 
ground conditions at WMBD’s 
new transmitter location pro- 
vides further assurance of a 
signal first in Central Illinois. 
These technical improvements 
should increase by 20% 
WMBD’s day-time coverage. 
The Peoria market, of course 
— reported by Sales Manage- 
ment as the nation’s No. 1 
radio test city — has long been 
dominated by its pioneer radio 
station, WMBD. 


Goodyear's Wilson 
Outlines 4-Point 
Sales Curriculum 


Peoria, Illinois 
5000 WATTS elements of production. 


- THERE IS AVAILABLE TO NA- 
TIONAL ADVERTISERS A SPECIAL- 
IZED SERVICE IN PLANNING, DE- 
SIGNING AND PRODUCTION OF 
LITHOGRAPHED DISPLAY MATERIAL 
-I1T MAY BE THAT THE SKILL 
SAND EXPERIENCE OF THIS 
ORGANIZATION COULD BE USED 


ADVANTAGEOUSLY BY YOU 
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LITHOGRAPHED 


NOWLEDGE © CRI 


ISPLAYS 


PRODUCTION SKILL 


Toronto — One top salesman’s 
|idea of a suitable curriculum for 
college sales courses has been 
given here at a meeting of the 
Canadian Sales and Advertising 
Club. The program is that out- 
lined by Robert S. Wilson, vice- 
president in charge of sales for 
Goodyear Tire & Rubber Com- 
pany, Akron. 

Pleading for professionalization 
of salesmanship, Mr. Wilson dis- 
closed that he recently asked 20 
colleges about their sales courses 
and found that about a third offer 
no such training, a third think 
they cover it in marketing courses 
(general economics and the like), 
and only a third are beginning to 
try to teach the subject broadly 
and seriously. 

Mr. Wilson emphasized that 
salesmanship courses should be 
set up in colleges, because—like 
other professions—salesmanship is 
essential, constructive, personally 
challenging and _ remunerative. 
Colleges, he suggested, should at- 
tempt to train salesmen by giving 
them courses in: 


4 Basic Studies 
| 1. Psychology —to train them 


‘to understand “the other fellow.” 
He advocates “not just a smatter- 
|ing,” and “plenty of field work.” 

_ 2. English, or specifically, 
|“reading, reading, reading” 
throughout the regular four-year 
college instruction—to “make the 
other fellow understand you.” 

3. History—a study of biog- 
raphies, of great men particularly, 
\to teach the potential salesman to 
'think honestly. 
| 4. Mathematics or philosophy, 
| to teach clear thinking. 
| In addition, he said, electives 
‘should include accounting, prin- 
\ciples of marketing, economics, 
|sales management, public reading 
| (rather than public speaking) and 


“T am inclined to think,” he 


© Charles C. Caley, Exec. Viee-Pres. © Free & Peters, National Representatives @4ded, “so far as undergraduate 


college courses are concerned, that 
the time spent on a course in ad- 
vertising might be more fruitful if 
spent on psychology and English.” 

Mr. Wilson declared that the 
course he suggested was a definite 
vocational training course — not 
just a course in humanities, judg- 
ing by his own experience in sell- 
ing. 


Lock-O Appoints Fader 


Franklin Fader Company, New- 
ark, has been retained to direct 
the advertising of Lock-O Corpo- 
ration, division of A. K. Tool 
Company, Union, N. J., toy manu- 
facturer. ‘ 


| Western Admen to Meet 


The annual mid-winter confer- 
ence of the Advertising Association 
of the West will be held Jan. 11-13 
at the Hotel Del Coronado, San 
Diego. 


McNealy Opens PR Office 


Dean McNealy, formerly with 
the radio division of the Veterans 
| Administration, has opened a pub- 
lic relations office in the Shreve 
building, San Francisco. 


‘Opens Seattle Office 

Bob Wettstein, West Coast pub- 
| lishers’ representative, has opened 
an office in the White building, 
Seattle, with William P. Nelson 
{in eharge. 


| a 
‘Joins ‘Press-Telegram’ 
| Carl R. Hammons, formerly with 
| Dan B. Miner Company, Los An- 
|geles agency, has been appointed 
|promotion manager of the Long 
| Beach Press-Telegram. 


& 
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J 21, or simply not telling... 
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The secret, we think, lies in knowing just how much a 
i given amount of space will take—and stopping there! 


First of all, because it was so designed and illustrated 
as to be both a charming stopper and a clear promise; sec- 
ond, because it has smartness without even a hint of affec- 
tation; but mostly because it is a striking example of what 
very good advertising can be achieved in very close quar- 
ters, we call your attention to this 1/3 page from The New 
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Protest Impending 
Ban on Tin Cans; 
‘Unjust Hardship’ 


Cuicaco— The Department of 
Commerce’s proposed ban on 
metal cans for beer, coffee, motor 
oil and pet food would impose an 
unjust hardship on small busi- 
nesses without real results, ac- 
cording to R. S. Solinsky, presi- 
dent of the Can Manufacturers 
Institute. 

Mr. Solinsky, who also heads 
Cans, Inc., one of the smaller com- 
panies in the industry, said that 
the department has been asked to 
call in the can manufacturing in- 
dustry advisory board, which 
worked with the government in 
conserving steel and tin supplies 
during the war years, before any 
order is actually released. 

A complete ban on cans for 
those four industries, said the Chi- 
cago company executive, would 
result in a saving of only 1% of 
the country’s 1948 steel produc- 
tion—if saving steel is the pri- 
mary aim of the proposed order. 
In addition, he said, the total sav- 
ing of tin consumption through 
such an order would amount to 
less than 2.5%. 


‘Across the Board’ 


“Can manufacturers and their 
customers,” he said, “believe that 
little hardship would be suffered 
by anyone if this small curtail- 
ment of steel and tin consumption 
were applied across the board to 
all steel-using industries in the 


same proportion. On the other 
hand, many businesses as well as 
consumers will be badly hurt by 
arbitrarily concentrating the hard- 
ship, as the department appar- 
ently now intends to do.” 

Mr. Solinsky said he _ believes 
considerable savings could be ef- 
fected by reducing the amount of 
tin permitted on export plate. He 
said use of glass as a substitute 
package for metal cans would 
place an extra burden on trans- 
portation because of the greater 
weight and bulk of glass, thus 
nullifying the small savings in 
other critical materials. 

The industry, he explained, is 
in full sympathy with the Mar- 
shall Plan “and we believe that 
sacrifices must be made here at 
home to-supply the reasonable 
needs overseas, but we do not be- 
lieve that the burden should be 
concentrated in a small segment of 
American industry.” 


Appoints Meagher 

Leo A. Meagher has been named 
executive director of the Better 
Business Bureau of Louisville, 
which has just been reestablished. 


Advances Elwood Ginn 


J. Elwood Ginn has been ad- 
vanced to assistant sales manager 
of Pacific Outdoor Advertising, 
Los Angeles. 


Gets Sausage Account 


Economy Sausage Ltd., Van- 
couver, has placed its advertising 
with OBrien Advertising, Vn- 
couver. Painted bulletins are be- 
ing used. 


Advertis 
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Exhibitors Say 
Farm Potential 
ls Still There 


(Continued from Page 1) 
market is still on, but warned that 
it “may change overnight.” 

Makers of frozen food lockers, 
on the other hand, acknowledged 
the shift from the days when 
freezers were snapped up as soon 
as they hit the display floor. “But 
that doesn’t mean that sales have 
stopped,” a representative of Vic- 
tor Products Corporation, Hagers- 
town, Md., declared. “Those of 
our dealers who are using the 
good old fashioned sales methods 
are doing quite nicely, saleswise.” 

The steel shortage and the 
shrinking export market, aggra- 
vated by Canada’s recent ban on 
imports (AA, Nov. 24), were 
sources of greatest concern to 
motor powered implement manu- 
facturers and household equip- 
ment makers. 


Plane Makers Optimistic 


Light plane exhibitors, still ‘re- | 
luctant to part with their dreams 
of a postwar air age, were opti- 
mistic over the future but, sig-| 
nificantly, they appeared to have 
few plans for increasing ad budg- | 
ets or inaugurating special adver- | 
tising promotions. 

Farm Journal, only farm pub- 
lication represented at the show, 
scheduled numerous performances | 
of its movie “Singing Wires,” and | 
also sponsored showings of the| 


B. F. Goodrich film, “Rubber 
Lends a Hand.” 

Sherman Products, Inc., Royal | 
Oak, Mich., exhibited its new/| 


combination grinder, drill 4 
and flexible shaft which can be| 
attached to the tractor power. 
take-off. The FarmCrafter, as the | 
device is called, was recently an- 
nounced to dealers in farm imple- 
ment publications, and to con- 
sumers in American Farm Youth, 
Better Farming Methods, Capper’s 
Farmer, Country Gentleman, Farm 
Journal, Progressive Farmer, 
Southern Agriculturist, and Suc- 
cessful Farming. 


Modern Farm Homes Lag 


In explaining the reason for in- 
augurating the National Farm 
Show with its farm equipment 
display at a meeting prior to 
Farm Week (Nov. 29-Dec. 7), 


_ “PREFERENCES i. 
DUSTRIAL LITERATURE” 


EBWARD STERN & CO., INC. 


‘NEW YORK © BOSTON 


Charles B. Schuman, president of| values are up 161%, household Joins ‘Coronet’ 


the Illinois Agriculture Associa- | 
tion, declared that “less than 10% | 


of the farm homes in the United | 


States are completely modern- 
ized.” 

Marcus W. Hinson, managing 
director of the National Farm 
Show, went a step farther. ‘“No| 
group in the United States,” he) 
said, “has had less benefit of sci- | 
entific research and _ production | 
and distribution techniques than 
the farmers. We must prod manu- 
facturers into bringing new devel- 
opments into production much 
faster, and cut down the lag be- 
tween laboratory and consumer. 

“Too many products,” said Mr. 
Hinson, “are distributed locally or 
regionally because the producer 
doesn’t have a larger share of his 
potential market.” 

Additional emphasis on the im- 
portance of the farm market for 
consumer goods was found in 
recent Department of Agriculture 
figures which show that while 
farm real estate value is up 74%, 
machinery is up 120% and crop 


| Europe. 
| Sherman, president of the com- 
| pany, 
|outdated dresses are hanging idle 


‘equipment value on the average 
farm has increased but 11%. 


Ad Supports Clothes 
for Europe Drive 


Sherman Bows, New York, 
manufacturer of bow ties, ran a 
|full page in the Daily News Rec- 
‘ord, New York Times and Wom- 
| en’s Wear Daily, urging people to 
ship their discarded clothes to 
The ad, signed by Sol 


stated that “Fifty million 


in America’s closets. Let’s hang 

them on a clothes line to Europe.” 
Morton Freund Advertising, New 

York, handled the advertising. 


Air Championship Game 
™ General Mills, through Knox 
Reeves, Advertising, Minneapolis, 
and Wilson Sporting Goods Com- 
pany, through Ewell & Thurber 
Associates, 
the broadcast of the National Pro- 
fessional Football League game 
between the eastern and western 
U. S. pigskin champions over ABC. 


Chicago, will sponsor! § 


Gene Furgason, former space 
salesman with United States News 
and Collier’s, New York, has 


|joined the executive sales staff of 


Coronet, New York. 


Two Name Mercready 


Seal Spout Corporation, manu- 
facturer of special pouring spouts, 
and American Aluminum Ware 
Company, maker of aluminum 
bottles, both in Newark, N. J., 
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have appointed Mercready & Co., 
Newark, to handle their adver- 
tising. 


H STANDARD AND PHOTOGRAPHIC Jf 
SILK ssCOEEN PROCESS 


SPARKLING 
HALFTONES 


THE VERITONE COMPANY 


57 W. GRAND AVE., ° CHICAGO 10 
WHITERALL 5957 
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BY FAR 
IN TOTAL — 
CIRCULATION 


in A.B.C. PITTSBURGH 


which contains one-third of the 
Pittsburgh Market population. 
The Post-Gazette is second in city 
circulation — reaching almost 
every other family (47.3% to be 
exact), delivering close to 18,000 
more families than the Sun- 
Telegraph. 


which contain 


Gazette 
families—96 % 


Sun-Telegraph. 


in THE 29 CITIES 
of over 10,000 population 


ban population outside Pitts- 
burgh. In these 29 cities the Post- 
reaches 33% 


Press—and 78% more than the 


Can ROUTE your ADVERTISING 
as “as you ROUTE your SALESMEN! 


63.2% of the ur- 


the 
the 


of 


more than 


New York «¢ 


FIRST 


in THE 25 CITIES 
5,000 to 10,000 population 


which contain 18% of the urban 
population outside Pittsburgh. In 
these 25 cities the Post-Gazette 
reaches 35.8% of the families— 
57% more than the Press and 
36% more than the Sun-Tele- 
graph. 


ARST 


in THE 90 CITIES 
of 1,000 to 5,000 population 


which contain 


burgh. 


Sun-Telegraph. 


Db ae , Piiteburglé 


POST-GAZETTE 


REPRESENTED NATIONALLY BY MOLONEY, 
Chicago *@ 


Philadelphia © Boston © 


San Francisco *® 


Detroit « 


ban population outside Pitts- 
In these 90 towns the 
Post-Gazette reaches 32.8% 
the families—41% more than the 
Press—and 11% more than the 


REGAN & SCHMITT, 
Los Angeles ¢ 


18.8% of the ur- 


of 


INC. 
Seattle 
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New Package Plan 
Offered Potential 
Laundry Owners 


New YorK—A new package 
plan for prospective operators of 
self-service laundries will make 
its debut when Launder-Ease 
Sales Corporation opens its “pilot 
store” here later this month. 

The “package” covers all 
phases of self-service laundry 
operation, including discount pur- 
chases of Launderall automatic 
washers, and boilers, dryers, ex- 
tractors, detergents, soap, signs 
and tickets, as well as floor plans 
and construction diagrams. 

Officials of F. L. Jacobs Com- 
pany, Detroit manufacturer of 
the Launderall, said it will have 


Ease will purchase its machines | 
direct from Jacobs distributors, | 
not the factory. | 

The new corporation will not | 
charge franchise fees for the use| 
of the Launder-Ease emblem in| 
any of the 300 self-service laun- 
dries which it expects to have in| 
operation within the next 12) 
months. 

It will, rather, supply heating, 
sanitation, architectural, plumbing 
and management instructions and 
advice to prospective operators. 
The pilot store in New York, and 
another soon to be opened in 
Alexandria, Va., will be equipped 
with lecture and demonstration 
rooms where Launder-Ease oper- 
ators may be instructed in busi- 
ness essentials. 

When the prospective operator 
has selected a_ store location, | 


no tie-in with Launder-Ease other | Launder-Ease will furnish draw- | 
than an agreement that the new| ings, blueprints and specifications 


firm will use Launderall exclu- 
sively in its operations. Launder- 


vant 11plies? 


IRON FIREMAN 


gets them by 
using 


-O PRODUCTS CO. 


SO WEST 22nd St., NEW YORK 11 


for construction of the laundry, 
and corporation representatives 
“will consult frequently to assist 
with advertising, publicity and 
sales promotion problems. 
Launder-Ease Sales .Corpora- 
tion is located at 110 E. 23rd St. 


Hope to Use State Funds 
for Advertising Texas 


The Texas Association of Com- 
merce, representing three regional 
chambers of commerce of the 
state, has asked the legislature to 
submit an amendment to the con- 
stitution to permit state funds to 
be*used for advertising Texas. A 
similar move failed at the previ- 
ous session. 

Advertising agencies and busi- 
ness leaders have proposed an an- 
nual budget of “upwards ‘of $1,- 
000,000” for Texas advertising in 
national media. 


' 
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FORESTER 4 


SILHOUETTE—First Old Forester outdoor board in the Chicago area is this one, constructed on three planes, with the 
orchid projected from the face of the board and the bottle stepped out at another level. Neon lights are installed behind 


both of these units. Ruthrauff & Ryan is the agency for Brown-Forman 


Distillers Corp., Louisville. 


‘Tough Fight but 
We're Winning, 
Parkes Tells NAM 


New York — Holcombe Parkes, 
vice-president of the National As- 
sociation of Manufacturers, last 
week reviewed two years of his 
ministry at NAM and found the 
results gratifying. 

The obstacles of 1945, OPA and 
‘labor legislation, have been re- 
|moved, with the only remaining 
road-block “the _ restoration of 
rigid economies in government ex- 
penditures,” he said. 

Speaking before’ the 
Congress of Industry, Mr. Parkes 
recalled that in the spring of 1946 
85% of the public wanted price 


1872 


1947 


Seventy-five years of 
fine papermaking 


For printing with the 
very feel of quality —choose a 


Sevcleoat™ page 


Levelcoat* printing papers are made in the following grades: 
Trufectt, Kimfectt, Multifecet, and Rotofectt. 


KIMBERLY-CLARK CORPORATION, 
NEENAH, WISCONSIN 


\ & P@eoucr oF 


* TRADEMARK 


tr. uw. res. 
U.S. PAT, OFF. 


controls continued. NAM turned 
on the heat: Three newspaper ads 
went first to 127, later to 327 
newspapers; NAM’s network 
show picked up the theme (it had 
26 broadcasts dealing with price 
control); 62 press releases went 
out; the clipsheet, booklets and 
periodicals for community leaders 
carried the theme, and speeches 
“by the hundred” .were: made. 


Made Up Minds ‘Right’ 


claim that NAM alone was re- 
sponsible for the ending of price 
controls. But eight months after 
NAM went to work, instead of 
85% favoring price control, only 
26% favored it. In NAM’s view, 
“Once people had the facts, they 
made up their minds—and right!” 

The same technique was used 
on labor legislation, with a screen 
of newspaper ads running the in- 
terference. 

NAM is plugging steadily away 
lat government spending, banking 
largely on releases, speeches and 
booklets like “How Much Govern- 
ment Can You Afford?” 


More Popular Now 


In the meantime, Mr. Parkes 
was able to tell NAM that it is 
more popular. Despite the “abuse” 


trialists that: (1) NAM is better 
identified, since 53% of the public 
|knows it compared to 42% in 
| 1945; (2) It is gaining in approval 
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ADVERTISING DISPLAY CO. 
OHIO BLDG., CINCINNATI 2, 


(in 1947, 68% of the public which 
|knew NAM approved, 8% disap- 
|proved; in 1945, the figures were 
65% and 11%); growing percent- 
lages think NAM’s viewpoint is 
|“up-to-date” on labor; more peo- 
ple think NAM is interested in a 
high standard of living for work- 
‘ers than in high profits (reversing 
the 1945 status), and more people 


think NAM wants competition (in | 


11945, 44% thought NAM wanted 
less competition, 30% more). 

| The targets for NAM in 1948, 
'says Mr. Parkes, are prices, con- 
centration of economic power, la- 
|bor relations, government spend- 
|ing and taxation, international de- 
velopments, profits. 
| profits will have advertising ex- 


| planation; the profits theme has 
| been developed in magazines, and 
| newspaper ads on prices got under 


way last week. 

Dr. George Gallup, director of 
the American Institute of Public 
Opinion, warned the NAM meet- 
ing that half the American public 
has no concept of the meaning of 
“free enterprise.” 

“One of the mysteries of Amer- 
ica to me,” he said, “is how so 
many people can escape from our 
high schools and colleges with so 
little knowledge about such im- 


NAWM’s | 


Modestly, Mr. Parkes does not | 


NAM has taken, he told the indus- | 


portant aspects of our economic | 
life as tariffs, taxes, profits and_| 
|all the features of our economic | 
| system.” 

Although Dr. Gallup found the | 
public misinformed as to corpora- | 
tion profits and high bracket in-| 
come taxes, he discovered that the | 
‘average citizen would be far) 
‘tougher on his own tax bracket | 
than his representative in Con-| 
gress. 


One World, Economically 


Clarence B. Randall, vice-presi-_ 
dent of Inland Steel Company, 
|Chicago, warned business men of) 
|intellectual isolation. He recalled | 
| that, before World War I, business | 
|/men were largely concerned with | 
“matters of cost, new mechanical | 
| equipment, pricing of their com- | 
‘modity. We do those things as| 
| home work.” 

| Today’s business man spends his 
i'time on “labor relations, taxes, 
‘conferences in Washington, com- 
mittee meetings, public relations, 
everything in the world except} 
| what they conceived to be running 
'a business. They didn’t even have 
'the income tax. But to a certain 
|extent, the fact that we have to 
‘devote our business day to these 


‘intangibles, as some of us would | tech 


| believe, is because they didn’t. 

| “It was their lack of insight 
‘into the social significance of the | 
ithings they were doing that) 
‘brought to us our domestic prob- | 
‘lem, in my judgment. And _ it/| 
seems to me important that we to- 
day do not commit that same 
error. Whether or not this is one) 
world politically, it is certainly 
\from now on one world in the, 
‘field of economics.” 


Forms Surveys, Inc. | 

Surveys, Inc., has been formed | 
in Palo Alto, Cal., by Dr. Keith | 
Van Allyn to offer educational and | 
industrial organizations. placement | 
techniques, training services, job) 
evaluation methods and _ special | 
economic surveys. Officers of the | 
company are: Dr. Van Allyn,| 
president and director of research; | 
J. Herman Mattson, vice-president | 
and general manager, and Inez H. 
Mattson, secretary-treasurer and/| 
publicity manager. 


Two Name Twiss Agency 


W. Ralston & Co., New York |; 


and Old Bridge, N. J., manufac- 


turer of industrial and specialty | 
papers, and Herbert A. Post, Inc., |; 


New York, distributor of packing | 
and packaging materials, have | 


: ;named The House of J. Hayden |; 
Prices and/Twiss, New York, to handle their || 


| advertising. 


|}an Ad 
| spirational reading and re-reading for es- 


Gould Names Hutchins 


Hutchins Advertising Company, 
Rochester, N. Y., has been ap- 
pointed to handle the advertising 
of Gould Storage Battery Corpo- 
ration, Trenton, N. J., effective 
with May, 1948, publications. 


One of the Most 
Inspirational Books 
On Advertising 


Ever Written! 
A "Must" in the Library 
of Every ""Ad-Man"! 


if you haven't bought and read a copy of 
Jim Young’s The —y of an Ad Man as 
et—it’s time you did, to put it flatly! 

ith more than 4,000 copies sold already, 
and as a standard bibliographical refer- 
ence in advertising libraries, The Diary of 
Man is a source of constant in- 


tablished advertising craftsmen .. . 45 
well as providing an enlightening message 
for the tyro. 


In it one of the country's best known ad- 
vertising men has put down, day by day, 
for eighteen months in the most critical 
period of advertising history, what he 
saw, felt, did, thought and read... . and 
with the gift for words, wit and wisdom 
as only Jim Young possessed. It is not 4 
nical book, but 578 different day-by- 
day inspirational records of messages, 
and ideas to. help you understand more 
clearly and thoroughly what advertising, 
ness and life are all about. 


Be sure and order a copy for yourself, in 
case you haven't read The Diary of ™ 
Ad Man. If you're an advertising execu- 
tive, get copies for your staff—it'l] make 
a practical and appreciated token of the 
holiday spirit . . . and be an excellent 
investment. 


SINGLE COPIES $3, postpaid 
(25% discount for 5 or more copies) 
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R. R. Young Quits 
Eastern Roads’ 
Joint Campaign 


(Continued from Page 1) 
tions. 

“It seems to us that the solu- 
tion of the railroads’ problems is 
not to antagonize labor but to 
work shoulder to shoulder with 
labor in improving the financial, 
physical and human assets of the 
railroads.” 

The $38,233 annually which the 
C&O-Pere Marquette contributes 
to this newspaper campaign— 
part of an_ over-all $3,000,000 
newspaper campaign through Mc- 
Cann-Erickson in which western 
and southern roads also partici- 
pate—will be devoted to expand- 
ing advertising efforts of the Fed- 
eration for Railway Progress. The 
C&O will remain a member of 
the conference, however. 

Attorney General Tom Clark | 
will address a first anniversary | 
banquet of the federation at the} 
Waldorf-Astoria, Feb. 24. 


To Present Awards 


At that time awards will be| 
presented to the “‘most courteous 
railroad” (with the C&O-Pere 
Marquette not competing) and to| 
the journalist whose reporting has 
aided the railroads most in the last 
year. A. C. Kalmbach, editor of 
Training Magazine, is chairman of | 
the “courtesy” committee, and M. | 
Lincoln Schuster of Simon &|! 
Schuster, book publisher, and a | 
member of the federation’s advis- 
ory committee, heads the “re-| 
porting” committee. 

William C. MacMillen Jr., presi- | 
dent of the federation, pointed out 
that on Nov. 30, nine months after 
its launching, the federation had 
14,809 members plus 20,000 in the) 
C&O Mutual Benefit Association, | 
or a total of about 35,000. 

Breakdown of other member- 
ship groups is: Public members, | 
6971; investors, 7,607; under 
Group 3, banks, 38, brokers, 19, 
shippers, 104, and miscellaneous, 
4; labor, 1 association of 20,000; 
suppliers, 62, and railroads, 3. 

The railroads are the C&O, Pere 
Marquette and Nickel Plate. The | 
Nickel Plate no longer is in the 
Young group, but its membership 
won’t come up for renewal for a| 
couple of months. | 


Dues May Total $250,000 


Among the bank members are) 
Central Hanover, Marine Midland | 
and Manufacturers’ Trust, New | 
York; Cleveland Trust Company | 
and National Bank of Detroit. | 
Among broker members are Kid- | 
der, Peabody and’ Hempbill, | 
Noyes; among shippers, Armour, 
Ballantine beer and Seagram Dis-| 
lllers; among suppliers, Edward | 
G. Budd Mfg., General American | 
Transportation, Glidden Company, | 
Minneapolis-Honeywell and Tim- 
ken bearings. | 

In the nine-month period, Mr. | 
Mac Millen said, dues have totaled | 
$20°.335, and for the full year he| 
€xpects them to total $250,000. | 
About $75,000 has been spent on | 
direct mail thus far, and only $5,- | 
000 on newspaper advertising | 
‘roigh Walter Weir, Inc. The | 

agency’s only payment has | 

15% on $5,000, or $750. 
elve different letters have 
employed, to determine rela- 
effectiveness, and five more |} 
be used in December. 
| wer costs of getting renewals, | 
vu new members next year, Mr. 
Millen expected, would pro- 

more funds for newspaper 
rtising. The C&O itself (which 
oys Kenyon & Eckhardt) has 
°' mentioned the federation in | 
Ss Campaign, but promotes its| 
Ph losophy.” | 


Record Ad Campaign | 
to Mark 50th Year 


Dominion Corset Company, 
Montreal, will launch, in 1948, the 
most intensive advertising and 
sales promotion in its history. A 
heavier newspaper schedule than 
ever before, fashion magazines the 
year around, street car cards and 
trade media will be used. 

To mark the company’s Dia- 
mond Jubilee year, an historical 
booklet is being prepared for dis- 
tribution to employes and dealers. 
Ronalds Advertising Agency, 
Montreal, handles the account. 


Plan Packaging Studies 


The Laminated Bakery Package 
Research Council, Chicago, will 
make two studies after the first of 
the year to determine the most 
effective methods of packaging a 
variety of bakery products. One 
study will be on the physical prop- 
erties of the package, which will 
be conducted by the American In- 
stitute of Baking, and the other 
will be the merchandising appeal, 
conducted by the University of 
Chicago. 


Four Networks 
Salute Ad Council 


New YorkK—“Let Truth Be 
Known’’—a tribute to the Adver- 
tising Council’s work in stimulat- 
ing the American public to act on 
matters of national importance— 
is being transcribed jointly by 
ABC, CBS, MBS and NBC. 

The 30-minute dramatization, 
starring Van Heflin, will be re- 
leased for broadcast to some 1,000 
stations on or after Dec. 10. 
Charles G. Mortimer, vice-presi- 
dent of General Foods, and chair- 
man of the council, also will be 
heard. 

For wider coverage, the four 
networks chose transcription in 
preference to a pooled, nation- 
wide broadcast. Over-all produc- 
tion and recording costs have been 
underwritten by the broadcasters. 

Written by Arnold Perl, “Let 
Truth Be Known” was planned 
and produced by a committee 


|headed by John Coburn Turner, 


er 


ABC script manager. Others in 
the group were William Fine- 
shriber, general manager of CBS’ 
program department; Herbert 
Rice, MBS director of production, 
and Thomas McCray, NBC eastern 
program manager. 
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Mack Names Brows 


Gertrude Brows; formerly ad- 
vertising and sales promotion 
manager of Jacqueline Cochran, 
has been named fashion director 
of Norman A. Mack & Co., New 
York. 
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IBM 


PUNCHED CARDS... 


The Key To Modern 
Accounting 


8 IBM Accounting, fast, automatic machine processes provide 
accurate, timely reports of basic accounting data, as well as any break- 
down of figures that are entered into the balance sheet or profit and 
loss statement. The IBM Method offers complete accounting. Facts are 
recorded only once in IBM Cards. The cards then are processed auto- 


matically by Electric Punched Card Accounting Machines to prepare 
various accounting reports to meet individual requirements. 


An IBM installation in your office, or an IBM Service Bureau, 
can handle any type of accounting routine. IBM Service Bureaus, manned 
by skilled personnel, are located conveniently in principal cities. 


ELECTRIC PUNCHED CARD ACCOUNTING MACHINES 
PROOF MACHINES...SERVICE BUREAUS... ELECTRIC TYPEWRITERS... 
TIME RECORDERS AND ELECTRIC TIME SYSTEMS 


International Business Machines Corporation, World Headquarters Building, 590 Madison Avenue, New York 22, N. Y. 
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Sewell Joins McCann 


Richard Sewell, account execu- 
tive in the Portland, Ore., office of 
Short & Baum, Inc., will become 
an account executive in the Port- 
land. office of McCann - Erickson 
Dec. 15. 


Appoints Guy Arthur 

Guy Arthur has been.appointed 
by the National Automobile Deal- 
ers Association, Washington, to 
act as special counsel for its em- 
ploye-relations program. 


—that you're in business to do business; 
that you're on the lookout for immediate 
sales. 


Pontiac Campaign 
Boosts Dealers’ 
Service Income 


Detroit — Pontiac. division of 
General Motors Corporation has 
added 900,000 service customers 
to its dealer rolls in one year 
through a “bring ’em back” cam- 
paign, according to L. W. Ward, 
general sales manager of the di- 
vision. 

Mr. Ward, who disclosed that 


'the program has reduced the aver- 
»|age repair order by 74 cents and 
© | increased dealers’ 
S\tomer labor volume by 11% be- 


over-all cus- 


cause of the boost in customers, 


Hiisn’t taking any chance on his 
a |dealers failing to thank the pub- 


‘lie for buying Pontiac products. 
He has mailed out nearly 200,000 
“thank you” letters to postwar 
purchasers. 

| “It was prompted by the desire 


Coptt 


could 


PHOTO COPIES ¢ PHOTO 


| AL ” Ya! 


And what better word 


be found for RCS 


Photo Craftsmen? 


REPRINTS @ GIANT PRINTS 


RAPID 


123 North Wacker Drive 
360 N. Michigan Ave. 
: All Phones STAte 5977 : 


COPY SERVICE 


410 $. Dearborn St. 


to counteract the widespread feel- 
ing held by the public that in this 
seller’s market patronage is not 
appreciated,” he said. 


Labor Sales Up 242% 


The 4,800,000 repair orders in 
the first nine months of this year 
produced $42,755,034 in customer 
labor sales, he said, while 3,900,- 
000 orders in the same ’46 period 
brought in $38,002,900 in sales. 
The 1947 customer labor sales in- 
crease was 242% over prewar 
1941’s $12,619,277. 

Dealers’ parts sales rose even 
more spectacularly, Mr. Ward 
said.. In the first nine months of 
1941 the volume was $14,257,026. 
In 1946 it was $44,657,369, while 
in the same period of this year it 
was $61,320,371—a gain of 330% 
over prewar. The sales chief esti- 
mated that Pontiac dealers’ cus- 
tomer labor sales for all of 1947 
would average around $60,000,- 
000. 

Although most dealers have be- 
come service conscious, Mr. Ward 
doubts that they can keep their 
present share of service volume. 
But, he believes, they will retain 
a far greater percentage of the 
total than they did before the war, 


Orgy, 


Kentucky 
Straight Bour- 
bon Whiskey 
Bottled-in-Bond 
100 Proof. 


Here’s a made-to-order gift 


Atallnd ana Srotth 
"UlmES co iwegapoRATe® 


A TWO-way cist 


id by ot ® 


for those friends who “have 


everything.” It’s a beautiful glass decanter full of famous 
Kentucky Tavern, ““The Aristocrat of Bonds,” designed to 
grace a private bar for years to come. It’s available at 


your package store. 


GLENMORE DISTILLERIES COMPANY, LOUISVILLE, KY. 


after the abnormal service de- 
|mand drops. 


zi Used Car Prices Lower 


| Mr. Ward said there is a definite 

trend among the company’s 3,100 
|dealers to retail their used cars, 
|“and the factory has been pushing 
'this idea hard.” He believes used 
car prices have passed their peak 
but will not take a nosedive until 
new car production has begun to 
cut deeply into the unprecedented 
demand for new units. 

He praised dealers’ efforts to 
end the gray market in cars and 
emphasized that new car dealers 
are selling both new and used cars 
at prices less than the public is 
| willing to pay. He feels trade-in 
allowances have been fair in 99% 
of the cases. 

Mr. Ward believes that new car 
supply and demand won’t be in 
approximate balance before 1950. 
He points out that, with 300,000 
Pontiac orders on the books a 
year ago, the total has now soared 
to 500,000, despite the delivery of 
200,000 new cars in that period. 

He believes the future will see 
a much higher type of car sales- 
man—“but fewer of ’em.” They 
will. receive higher pay and thor- 
ough training, and will be paid 
on the basis of a straight salary 
plus a bonus or incentive. 


GF Adds Three 
to Advertising Staff | 


Three new men have been added 
to the advertising staff of the Post 
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ROYALTY—Barbara Jo Walker, "Miss 
America of 1947," crowns Walter O. 
Melichar, president of the Fruit Tele- 
graphic Delivery Service, “Fruit King" 
for his promotion of fruits for gifts. 


B&B Hires Youth 
Survey Group 
for Two Studies 


New YorK—tThe first client of 
the seven-week-old Metropolitan 
Youth Survey Company is Benton 
& Bowles, which has hired the 
organization to conduct two studies 
among boys and girls in connec- 
tion with the General Foods’ 
“House of Mystery” program 
heard on Mutual, Sundays, 4-4:30 
p.m. 

The research firm, which was 
organized under the Junior 
Achievement group, a national so- 
ciety, is composed of 15 girls, 
ranging in age from 15 to 18, who 
attend schools throughout metro- 
politan New York. They are ad- 
vised by Robert L. Hutton Jr., of 
the Woman’s Home Companion 
promotion department, Mack Gor- 
ham, Crowell-Collier research de- 
partment, and Arch Knowlton, 
salesman with American Home. 

Ben Duffy, president of Batten, 
Barton, Durstine & Osborn, New 
York, heads up the New York 
group, which makes its headquar- 
ters in the Junior Achievement 
building at 263 W. 52nd St. 


Several Questions Planned 


One of the studies the group will 
do for Benton & Bowles entails 
using a sample of 150 to 200 in- 
terviews to gain information on 


youthful attitudes toward mystery | 
shows in general, on specific mys- | 
tery program preferences and on/| 
parental reaction to youth’s listen-| 
ing habits. 

The second study, based on a) 
larger sample, will be a recall sur- | 
vey of teen-age listening to “House | 
of Mystery,” with additional ques- | 
tions seeking reactions to various | 
elements in the program. 


Cereals division of General Foods 
Corporation, Battle Creek. 

They are: R. P. “Steve” Camp- | 
bell, formerly advertising man-| 
ager of the Drackett Company, | 
Cincinnati, who will be assistant | 
advertising manager supervising 
Post’s corn toasties, 40% Bran} 
Flakes, Raisin Bran and Post-Tens; 
John B. McLaughlin, one-time as- | 
sistant advertising manager of | 
Pure Oil Company, named assist- | 
ant advertising manager of Grape- | 
Nuts, Grape-Nuts Flakes and| 
Wheat Meal, and institution pack- | 
ages, and George H. Benedict, for- | 
;merly in the GF New York office | 
|in purchasing, who will coordinate 
| package revisions and arrange for 
development and procurement of 
all promotion materials. They will 
report to W. Archie Sugg, adver- 
tising manager. 


Shaw Makes Changes 


Shaw Publications, New York, 
will change the name of My Baby 
magazine to My Baby and Young 
Years, effective with the January 
issue. Format changes will be 
made at the same time. 

The name change was made to 
broaden the editorial and adver- 
tising scope of My Baby, which, 
under the new title, will place 
heavy emphasis on the three-to- 
six market. 


|use face powder, 41% 


The group is now busily analyz- | 
ing the results of its first test sur- | 
vey among teen-agers on cosmetic | 
preferences. The survey was con-| 
ducted in order to gain practice | 
in interviewing techniques and in| 
hopes of selling the results on an | 
exclusive basis to firms in the cos- | 
metic industry. 

Based upon 181 _ interviews 
among New York girls of high) 
school age, some of the advance 
findings reveal that 23% do not| 

do not use | 
powder base and only 1% do not 
use lipstick at all. To the ques- 
tion, “Where do you buy lip- 
stick?”, 19% answered department | 
store, 47% drug store, 24% five| 
and ten and 10% specialty shops. | 


Writes on Selling 


J. B. Sebrell, head of J. B. Se-| 
brell Advertising Agency, Los An-| 
geles, has written a series of nine 
pamphlets under the general head- 
ing, “How to Double Your Sales.” 
They cover suggestions for im- 
provement of magazine, newspa- 
per and direct mail ads; sales pro- 
motion and merchandising, sales 
training and other details. 
pamphlets sell for $1 each, plus 3 
cents tax. 


The | 


! 


Greenfield Promoted 


Horace H. Greenfield has beep 
appointed general sales manzzer 
of Ford Motor Company of Can. 
ada, Windsor, Ont., succeed ing 
Stewart C. McLaren, resigned. Mr. 
Greenfield has been with the com- 
pany since 1929, and assistant gen. 
eral sales manager for the past 
few months. 


Cabot Adds Account 


Haffenreffer & Co., Boston, 
brewer of Pickwick ale, has ap- 
pointed Harold Cabot & Co., Bos- 
ton, as advertising counsel, effec. 
tive Jan. 1. 


Adds Clark to Staff 


Benton Clark, illustrator, painter 
and muralist, has joined Burleigh 
Withers-Stearns Company, Chi- 
cago advertising illustrator. 


| In The 


“Private, Corp- 
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editor of the information and ad-| 


vertising division of the War As- 
sets Administration, died Dec. 1 
of a heart attack in his home here. 
Mr. Hughes had done advertis- 
ing and promotional work with 
the Brooklyn Eagle, Brooklyn 
Times-Union and New York Sun. 
During the war he was on the 
public relations staff of the savings 
bond division, U. S. Treasury. 


Starts Local Drives 


Gibson Distilling Company, New 
York, has launched a series of 
local advertising campaigns and 
promotions, starting with newspa- 
pers in Pennsylvania and Con- 
necticut for Gibson’s XXXX. The 
program is being expanded to in- 
clude six additional states. 


‘Sport’ Names Andrews 


Lee Andrews, West Coast ad- 
vertising manager of the Macfad- 
den Women’s Group and Men’s 
Group for the past 11 years, has 
been appointed advertising man- 
ager of Sport, with headquarters 
in New York. 


Shulton Will Use 
25 Magazines in 
First Half of ‘48 


NEw York — Shulton, Inc., has 
scheduled 55 insertions, 18 of 
which will be four-color, in 25 
national magazines for its adver- 
tising program to run from Jan- 
uary through July, 1948, for Early 
American Old Spice, Friendship’s 
Garden and Desert Flower toilet- 
ries for women, and Old Spice for 
men. 

Special emphasis will be placed 
on Mother’s Day and Father’s Day 
gifts. 

Magazines which will carry 
Shulton advertisements include 
Charm, Chyvistian Science Monitor, 
Collier’s, Cosmopolitan, Cue, Es- 
quire, Fortune, Good Housekeep- 
ing, Harper’s Bazaar, 
Home Journal, Life, Look, Mc- 
Call’s, National Geographic, News- 
week, Redbook, The Saturday 
Evening Post, Seventeen, The New 


Ladies’ | 


Yorker, This Week, Time, Town & 
Country, True, Vogue and Wom- 
an’s Home Companion. 

Agency handling the Shulton 


Kelvinator of Canada Ltd. 
will make his headquarters in 
London, Ont. 


77 
He 


account is Wesley Associates, New 
York. 


Appoints S. R. Baylis 

S. R. Baylis, formerly sales pro- 
motion supervisor for Montgom- 
ery Ward & Co., Chicago, has been | 
named director of advertising of | 


CIRCULATION (current averse? 
ST. JOSEPH NEWS-PRESS 


St. Joseph Onzette 


signs. 


FROM IDEAS To 
FINISHED PRODUCTS 


Convention exhibits and trade 
show displays designed, pro- 
duced and installed. 


NEW LOCATION — 400% EXPANSION 


Midwest’s largest and best equipped plant for the design- 
ing and manufacturing of display advertising and quantity 


Over 30 years ~ ey service to the advertising field. 


AMERICAN 
DISPLAY 
STUDIOS 


359 W. HUBBARD ST., CHICAGO 


Call SUPerior 5484 


» 1947 
George Rector, 
$ be 
nse ¢ Restaurateur 
C in- = = 
eecinz§ and Writer, Dies 
d. Mr 
> com- Cuicaco — George Rector, food 
it gen. § consultant to Wilson & Co. since 
e past | 1938 and before that operator of 
the renowned Rector’s Restaurant 
in New York early in the century, 
died in New York Nov. 28. He 
ston was 69. 
aS ap- Mr. Rector was the founder of 
, Bos- J the restaurant which was the 
effec- @ vathering place 40 years ago for 
such figures as “Diamond Jim” 
Brady, Anna Held, Lillian Russell 
and others. He was reputed one 
dainter M of the world’s finest chefs. 
Arleigh For the past nine years Mr. 
Chi- # Rector had written Wilson’s weekly 
“Cook’s Tour” recipe column, 
——e= @ which the company runs in 149 
aa newspapers. The 270-line column 
has run for 467 consecutive weeks, 
and will run another six weeks as 
prepared by Mr. Rector. 
Wilson will shortly make a de- 
- cision as to what it will do about 
the ad series. 


HOWARD C. SCHAUB 

Fort LAUDERDALE, FLA.—Howard 

C. Schaub, 84, president of De- 

catur Newspapers, publisher of the 

Herald and Review, Decatur, IIl., 

and the Champaign-Urbana News 

in Illinois, died here Dec. 1. 


Mr. Schaub has been, head of | 
the newspapers since 1890. His | 
company also controls Station) 
WSCY and WSCY-FM, Decatur; 
the Journal, East St. Louis, IIL; 
Independent, Murphysboro, IIL; 
i Free Press, Carbondale, Ill., and 

Journal, Herrin, Ill. 


GOSTA MORNER 


New YorK—Count Gosta Mor- 
ner, 49, Scandinavian representa- 
tive of the Massachusetts Bay 
Company, New York, exporter 
and importer, died of a heart at- 
tack Dec. 1 at his home here. 

In 1935 Count Morner formed 
the Morner Multigroove Record- 
ings, which were used in the) 
broadcasting of transcribed radio 
programs from 273 stations 
throughout the world. 


WILLIAM WALLACE 


Toronto—William Wallace, ad- 
“ vertising manager of the Toronto 
n Star, died suddenly in his’ office 
Tuesday. He was 54 years old. 
Mr. Wallace was a reporter for 
the Star for five years before 
serving in World War I. Later he 
was in government service, and 
then executive secretary and man- | 
ager of the Canadian’ Daily News- 
papers Association. He rejoined 
the Star in 1921 and became its 
advertising manager in 1936. He | 
was president of the Canadian | 
Daily Newspaper Association in 
1939 and of the Newspaper Ad- 
vertising Executives Association 
in 1943, | 
CIES CHARLES GAINES | 
) New Yorx—Charles Gaines, 65, | 
executive producer of Frederic W. 
Ziv Company, died Wednesday | 
pr at his home here. He was 


and charge of such radio shows as 
: the new Guy Lombardo package. | 
lity Formerly Mr. Gaines was vice- | 


president of the World Broadcast- | 
ing System. 


ELMER ALTHOUSE 
PHILADELPHIA— Elmer E. Alt- 
house, 72, former publisher of the 
Poultry Item, died Nov. 27. Mr. 
Altiouse was publisher of the 
weekly Herald, Sellersville, Pa., 
for 48 years, and of the Item from 
190! until he sold it to American 


Po.ltry Journal in 1943. He re- 
ured two years ago. 

»y INC CHARLES M. HUGHES 

eee bP ROOKLYN—C harles McCarty 


Huches, 66, trade and business | 
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Needles zn the Haystack 


OLOR pages sometimes are buried 


like needles in a haystack. The 


extra-attention value for which the 


advertiser has paid a premium 1s neu- 


tralized by a mass of other color. 


Make-up plays an important part, 


too. Look at a copy of The National 


Geographic Magazine and note how 


color advertising is spot-lighted. The 


advertising agent’s creative efforts are 


rewarded. The advertiser gets his 


money’s worth, and mote. 


Have you studied the Starch thor- 


ough readership reports recently? 


THE NATIONAL GEOGRAPHIC MAGAZINE 


WASHINGTON, 


D. C. 
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Edwards Joins BSF&D 


Robert S. Edwards has joined 
the copy staff of the Detroit office 
of Brooke, Smith, French & Dor- 
rance. 


Macfadden Promotes 


Joseph M. Dooher, West Coast 
manager of True Story and Sport, 
has been appointed West’ Coast | 
advertising manager of Macfadden | 
Publications, with offices in San| 
Francisco. George Weatherby, re-| 
cently West Coast salesman for | 
the Ideal Women’s Group, has} 
been appointed manager of Mac-| 
fadden’s Los Angeles office. 


LNA Appoints Gardner | 


Leading National Advertisers, | 
New York, publisher of the Pub-| 
lishers’ Information Bureau serv-| 
ice, has appointed Fred Gardner 
Company, New York, as advertis- 
ing counsel. 


Issues New Shop Manual | f 


The Lithographic Technical 
Foundation, New York, has pub- 
lished a new pocket-size shop 
manual called “Plate Troubles.” 
The book deals with causes of| 
and remedies for 
plates. 


BILLION 
DOLLARS 


OHIO SELECT LIST NEWSPAPERS 


JOHN W. CULLEN CO. 


_ CHICAGO PUBLISHERS’ REPRESENTATIVE NEW YORK — 
_ CLEVELAND CINCINNATI - 
nee * Ph ie a sie - : oe ee saath fs. te Re ee ‘ Be ay a sf 2 pat Rs eg 5 : 


That's the OHIO SELECT | 
LIST Market. Get your | 


share with a schedule | 


in these 49 home-town | 
dailies. One order. | 


One check. | 
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WASHINGTON STATE 
FRUIT COMMISSION 
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¢ > B er One of the world’s most prosperous Me 
m), CF v _ra. cf] groups of farmers read every word of a | 
UB -* \j this authentic grower publication. _” | 


—hand picked fruit grower circulation “3 


Published every other week 


Rate card on request 


thé Goodfruit Grower 


324 West Yakima Ave. 


it 


Yakima, Washington 


substandard | 7m 


_FARM FESTIVITIES—More than 300 agency and admen attended the annual harvest festival of Farm Publication Representa- 


tives Association of Chicago Nov. 25. In these representative groups are, left to right (top): Wm. Frietsch Jr., McCann- 

Erickson; C. N. Pumpian, Henri, Hurst & McDonald; Frank Hakewell, Roche, Williams & Cleary; Ray Phelps, Earle Ludgin & 

Co.; Paul Limmerick, Western Advertising Agency; Harry C. Pick, Cruttenden & Eger; Al Frifield, Foote, Cone & Belding. 

Bottom: L. B. Snodgrass, Dancer-Fitzgerald-Sample; W. B. Wiemers, Farm Journal; E. A. Reeve and R. E. White, Henri, 
Hurst & McDonald; L. G. Tremblay, Cudahy Packing Co.; George McGivern, Grant Advertising. 


Coke and Smoke 
Girl Singers 


Hit Blue Notes 


New YorK—“There’ll be some | 


changes made” is an appropriate 
song for radio’s girl 
these days. 

In as_ songstress 
Strike’s “Hit Parade” is Beryl 
Davis, British importation. She 
replaces Doris Day, one of many 
who reportedly has had trouble 
singing as American Tobacco 
Company likes it done. 

Miss Davis’ spot on the R. J. 
Reynolds Tobacco Company show 
on CBS was filled last Saturday 
night by Georgia Gibbs. The com- 
pany has not decided whether it 
will use guest stars on this Vaughn 
Monroe broadcast or sign a per- 
manent vocalist. 

Coca-Cola will spotlight guest 
artists in the time formerly filled 
by Ginny Simms on its Sunday 
night CBS show. Miss Simms has 
returned to California because of 
ill health but may be back on the 
broadcast at a later date. 

Coca-Cola officials, meanwhile, 
denied the report that Dorothy 
Shay, who aids Spike Jones on 
CBS on Fridays, will not be re- 
signed because her spicy songs 
lose their flavor when toned down 
for radio. 

There also was talk that the 
Chesterfield Supper Club, where 
Jo Stafford now sings, wants a 


on 


new vocalist, but advertising ex- | 


ecutives were mum on the subject. 


Elects Goodfellow 


The Tea and Coffee Association 
of Canada has elected E. J. Good- 
fellow, Loblaw Groceterias, To- 
ronto, president. The following 
vice-presidents were appointed 
for each of the four Canadian 
zones: T. F. Arkell, British Co- 
lumbia; J. Ball, Mid-West; Rene 


Duclos, Quebec, and R. B. Brenan, | 


Maritimes. 


Appoints McCuaig 

James B. McCuaig has been ap- 
pointed by Maclean-Hunter Pub- 
lishing Company, Toronto, to serve 
as its eastern United States repre- 
sentative for a group of its busi- 
ness papers. He will make his 


headquarters at 522 Fifth Ave., 
|New York. 


vocalists | 


Lucky | 


Local Merchant — 
Profits by Sale 
of Meat at Cost 


PHILADELPHIA — A new hybrid 
merchandising technique of sell- 
ing meat, poultry and butter at 
|cost has proven an effective solu- 
tion for one independent mer- 
chant here who was faced with 
rising costs. 

George Rockstool, a local 
butcher, came up with the idea, 
which he calls the ‘“buy-at-cost 
club.” The “club members” have 
the privilege of purchasing all 
meats, poultry and butter at cost, 
plus a service charge of $1.25 a 
week. 

Mr. Rockstool estimates that the 
plan saves his customers about 
35% of their meat bills weekly, 
and quotes one enthusiastic mem- 
‘ber who expects to get a week’s 


|supply of meat free each month. 


Stabilizes Income 


While steaks sold for 89 cents 
a pound in other stores, Mr. Rock- 
stool sold them for 50 cents. Veal 
chops were 75 cents at other stores 
‘but only 50 cents at Mr. Rock- 
| stool’s and similar savings were 
noted on other items. 

Principal merit of the pseudo- 
cooperative scheme is the stabili- 
| zation of income and business vol- 
‘ume for the store. Non-members 
may still make purchases, but 
they are charged the average mar- 
| ket price when they do so. 


| While the original membership 
| list totaled 300, Mr. Rockstool has 
|been so besieged by steak-hungry 


|vertising with George 


‘customers who want sirloins at 50 
cents a pound that he has had his | 
phone disconnected and hired ex- | 
itra help. The 300 figure increased 
|to 560 club members almost over- 
| night. 


Promotes Daws 


Henderson Daws, assistant art! 
director of Container Corporation | 
of America, Chicago, has been ap- 
pointed head of the company’s | 
‘new art department in the Fort | 
Worth plant. | 


‘Hartford Agency Moves | 


| Wilson, Haight & Welch has 
moved its Hartford, Conn., office 
to 10 Allyn St. 


Appoints Martin Agency 


Radio Engineering Laboratories, 


'manufacturer~of FM transmitters 


and receivers, has placed its ad- 
Homer 
Martin Associates, Newark. Trade 
publications and direct mail will 
be used. 


Names Display-Sales 

Contract Metal Products, Inc, 
Lima, O., manufacturer of indoor 
fluorescent and neon signs and 
special light displays, has named 
Display-Sales, Inc., Chicago, as its 
exclusive representative in Chi- 
cago and Milwaukee. 


Riley Joins Reingold 

Bert C. Riley Jr., formerly in 
the outdoor advertising depart- 
ment of Calkins & Holden, New 
York, has joined the Reingold 
Company, Boston, as manager of 
the outdoor department. 


7. Tips On Space Buying 


You Can't Win This Way. 


You'd be surprised at the number of 
buyers who trust to luck. Usually they 
make a careful factual analysis, essent 
get good results. 

Unlike these space buyers, you at 
would make a cost break down of the 
culation effective for you; study the rm 
analyze the A B C statements, formats 


| torial contents, etc. 


In studying the Water and Sewage 7 
you are fortunate because of its smalin 


| relation to its large capital investment. 


ysis of the facts will show you that WAT j 
SEWAGE WORKS is the only publ A 
covering both these utilities. 


Write or Call Mr. Cocker Now For 
Latest Folder — Media File Folde 


WATER & SEWAGE 
WORKS 


22 W. MAPLE ST, CHICAGO 1!) LL 
ED TOMS - CLEVELAND ~ Uns angcucs «gab 6) 58 
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Yankee Network 
Completes Plans 
for Video Clinic 


Boston—Believing that the ef- 
fective use of television requires 
a thorough knowledge of produc- 
tion and programming funda- 
mentals, Yankee Network last 
week announced plans for a tele- 
vision clinic to be held for Bos- 
ton agency men in January. 

News of the clinic was appropri- 
ately timed to coincide with the 
start of construction on Yankee 
Network’s new Boston video sta- 
tion. Linus Travers, executive 
vice-president and general man- 
ager of the web, said he will call 
in television operators from other 
cities where stations are now in 
operation to conduct the clinic. 

Actual demonstrations of real 
programs will be used as part of 
the demonstration technique, Mr. 
Travers said. “We have always 
tried to contribute constructively 
to the use of radio as an advertis- 
ing medium in Boston and New 
England,” he said. “Now we would 
like to begin from scratch with a 
brand new medium and offer a 
really sound service to our agen- 
cies and their clients.” 


Eversharp Keeps 
Morgan 3 Weeks, 


New YorK—Henry Morgan will 
continue—until Christmas, at least 
—to sell Schick Injector razors 
for Eversharp over ABC. 

Scheduled to go off the air after 
the Dec. 3 broadcast, the Morgan 
show, heard Wednesday at 10:30 
pm., has been extended through 
Dec. 24. This will enable Ever- 
sharp to announce grand prize 
winners in its $40,000 contest on 
Christmas Eve as originally 
planned. 

The company had bought full- 
page copy (advising people to 
tune in the Henry Morgan show to 
learn who won) to promote the 
contest. This evidently was 
planned before it was decided to 
drop the ABC program. How- 
ever, Eversharp’s agency, Biow 
Company, denied that the ex- 
tension of the broadcast had any- 
thing to do with the contest. 

Radio row, meanwhile, called it 
a good bet that Mr. Morgan, who 
moved up to a 7.8 rating on the 
Nov. 15 Hooper report, would be 
broadcasting under the same spon- 
sorship after the first of the year. 


Audit Bureau Adds 
19 to Its Membership | 


The Audit Bureau of Circula- 
ons has added the following to 
is membership: National adver- 
Users — Continental Pharmaceuti- 
cal Corporation, Chicago; R. T. 
French Company, Rochester, N. Y.; 
Kinsey Distilling Corporation, 
Philadelphia; Manhattan Soap 
Company, New York; Minnesota 
Mining & Mfg. Company, St. Paul; 
Minnesota Valley Canning Com- 


pany, LeSueur, Minn.; Monsanto | 
Chemical Company, St. Louis; 
Morion Salt Company, Chicago, 


and Motorola, Inc., Chicago. 
Others added are: Parker Pen 


Comoany, Janesville, Wis.; Pepsi- 
Cola Company, Long Island City; | 
Philco Corporation, Philadelphia; 


a; Van Camp Sea Food Com- 
pany. Terminal Island, Cal.; R.| 
Waliice & Sons Mfg. Company, 
Wal ngford, Conn.; Willys-Over- 
‘anc Motors, Toledo; Wohl Shoe 
-or any, St. Louis, and Zippo | 
Mig Company, Bradford, Pa. | 


vers ty, Bloomington, Ind. 


Phone Changed 


Te New York telephone num- 
{ ADVERTISING AGE and In- 
ul Marketing has 
“Nai ged to LO. 4-2737. 


troduces a new steam iron. 
Details of the latest product of| stage last week in New Britain, | 

the company’s mechanical divi-| Conn. 

sion are a closely guarded secret | 

and won’t be revealed until a dis-| per, point-of-sale and direct mail| 

trict sales managers’ meeting in| promotion, with a 1,200-line ad 


| 


Last Minute News Flashes 
Alcoa Increases Budget for 1948 Schedules 


| New Yorxk—Aluminum Company of America will boost its 1948) 
| budget to $2,500,000, up $100,000 from 1947. 
space, literature, exhibits and motion pictures, as well as 


The budget includes 
“Alco 


‘Coronet’ $80,000 
Pitch for Ads 
Showing Results 


New YorkK — Coronet has spent 


Aluminum News Letter” for customers and the company-wide “Alcoa| more than $80,000 since July in 


News.” 


in American Legion, Kiwanis, Rotarian and The New Yorker are 


scheduled. There will also be a s 


eries of plant city newspaper ads, 


Trade and technical publications, weekly news magazines, newspaper and business paper ad- 
farm publications, shelter magazines and a public relations campaign | vertising announcing that it will | 


, accept advertising beginning next 
|March, and from all reports it has 


placed through Ketchum, MacLeod & Grove, Pittsburgh. Fuller &| paid off. 
Smith & Ross places the rest of the account. 


Kinsey, Carstairs Plan 30% Larger Ad Budgets 


New YorkK — Two major distillers—Kinsey Distilling Corporation, | 


Linfield, Pa., and Carstairs division of Calvert Distillers Corporation 


here—have informed AA that th 


will be about 30% larger than in 1947. Kinsey will expand in news- | 
papers and point of sale and reduce in magazines. 
of Carstairs’ appropriation will continue to be in newspapers. 


eir 1948 advertising expenditures 


Eighty per cent 
Kin- 


sey’s agency is J. D. Tarcher & Co., and Carstairs’ is Lennen & Mit- 


chell, both in New York. 


Ads Introduce Q-T Instant Cake Frostings 


GLENBROOK, CONN.—Taylor-Reed 


Corporation will use newspapers, 


magazines, radio and outdoor advertising throughout the country be- 


ginning this month for new Q-T 


has been started in the New York market with various size ads in |°°V®: | 
the New York Journal-American, News and World Telegram, and|°°Ver is not for sale. 


Instant cake frostings. The drive 


Grocer-Graphic, New York Times Magazine and This Week Magazine 
also are being used. Agency is Tracy-Kent Company, New York. 


Cuban Tourist Commission Resumes Newspaper Ads 
Havana—The Cuban Tourist Commission resumed newspaper ad- 


vertising for the first time since th 


e war in 20 dailies east of Chicago 


on Dec. 7. The ads will continue for an undetermined length of time. 
Wendell P. Colton Company, New York, is the agency. 


Chicago Video Audience Equals 3.9 Network Rating 

Cuicaco —It takes better than a 3.9 network radio rating in the| will be at least two or more pages 
Chicago area to equal WBKB’s television audience here, according 
to a study by Television Advertising Productions here. 


General Millsto | 
Introduce Steam _ 
Iron Next March | 


MINNEAPOLIS—General Mills | 


Chicago Jan. 13-14 and at the) 
Housewares Show that follows. 


First advertising of the new |but does not try to tell the story | 
product, through Batten, Barton, | of the unique cooperative market- lor 


Durstine & Osborn, will be on the! 
back cover, in color, of the April | 
3 Saturday Evening Post. Good | 
Housekeeping, the “Betty Crocker | 
Magazine of the Air” on ABC, 
business papers and numerous} 
dealer helps also will be used. 

General Mills’ exhibit at the) 
Housewares Show will include the | 
Tru-Heat iron, which has ex-' 


| ceeded a production total of 1,000,-|and Gerber 
/000 units, the new PressureQuick | single client. 


saucepan and, “New 
Product X.” 
The steam iron is to go to dis-| 


tributors during February, with | 


of course, 


| the retail trade to be stocked with | 


the new item during March and| size Week, Jan. 16-26, which is| tions which may come under the 
'council’s scrutiny soon are the ris- | 


April. | 
Sa | 
Grayson Joins K&E | 
Mitchell Grayson has joined the | 
television department of Kenyon | 
& Eckhardt, New York. His first 
assignment will be the prepara- 
tion of a new video series for the 
agency. 


Newspaper Ups Ad Rates 
The Evening News - Chronicle, | 
Port Arthur, Ont., is increasing its 


to six cents per line, effective 
Jan. 1. 


Start Test for 
Armour-Gerber 
Baby Meat Line 


New YorK—The first advertis- 


will extend its merchandising in ing of the new line of baby meats 
the appliance field for the third produced by Armour and mark- 
time in March, 1948, when it in- | eted by Gerber Products Company 
| (AA, Sept. 15) went into the test | 


The products will get newspa- 


used for the kickoff. 
Copy stresses both brand names, 


ing venture. Gerber’s trademark, 
a baby, was blown up for the 
principal illustration, with the Ar- 
mour label and star prominently 
featured. 
Other test 
shortly. 
Promotion 
jointly, and 
Advertising, 


cities will be added 


expenses are shared 
the agency, Federal 
works with Armour 
as if they were a 


Chain Drug Stores Sign 


Of the 5,700 chain drug stores 
in the United States, 5,100 have 
signed up for the annual Large 


sponsored by the drug edition of 
Chain Store Age. Navy and green 
streamers, window cards, posters 
and other display pieces will carry 
the slogan—“Get More for Less, 
Economize, Always Buy the Lar- 
ger Size.” 


Increases Ad Rates 


Effective with the May, 1948, is- 
sue, Canadian Home Journal, To- 


ronto, will increase its basic page | 


rate from $1,600 to $1,760, which 


Union Pacific Railroad Company, | general advertising rate from five |Tepresents about a 10% increase} 
for black and white. The percent- | 


age is slightly higher for color. 


ee | ~ 
Four A's Sets Date Lee Names Ellis Agency 


The 1948 annual meeting of the | 
American Association of Adver- 


: : ~* | tising Agencies will be held April | and 
advertiser — Indiana Uni- |7-9 at the Cavalier Hotel, Virginia | named Ellis Advertising Company, | 


Beach, Va. 


| WDRC 25 Years Old 


Station WDRC, Hartford, is ob-| 


serving its 25th anniversary this 


radios 
has 


falo, distributor of stoves, 
electrical appliances, 


| Buffalo, to direct its advertising. 
| ener aer 
‘Davis Joins ‘Journal’ 


tional 


ceeding Jean Marr. 


Although reluctant to release 
'actual names of its new advertis- 
lers, the magazine told AA last 
/week that ads for a radio, rail- 
|road, book, gas range, drug, lan- 
| guage course, men’s wear, insur- 
ance, coffee, auto, refrigerator and 
watch would appear in the March 
issue. 

All these advertisements will be 
full pages, sold at rates of $3,500 
for black and white, $4,150 for 
black and one color, $4,975 for 
'four colors, $5,275 for the third 
| cover and $6,600 for the back 

At present the second 
The rates 
are based on a 2,000,000 guaran- 
teed circulation. 


No Competing Ads 


Advertisers signing up with 
Coronet for a full year’s schedule 
‘are guaranteed against competing 
ads in the book. Every ad will be 
opposite a full editorial page and 
'there is a fixed policy that there 


| of editorial matter per page of ad- 
|vertising. The publication does 
|/not expect to run more than 50 
pages of advertising in each issue, 
at least during 1948, because of 
paper and printing limitations. 
The editorial content is limited to 
| 150 pages. 

Coronet feels its quota of 50 ad- 
vertisers will be reached much 
|}before 1948 becomes well ad- 
vanced, under the leadership of 
its new advertising manager, Wil- 
lliam Fort. Associated with The 
| American Weekly for the past 12 
years, Mr. Fort joined Coronet on 
Nov. 1. 


Tom Brown Heads 
Radio Council 


New YorK—Thomas H. Brown 
.. newly appointed head of the 
Radio Council of the Association 
of National Advertisers, spent last 
week getting things organized. 

Set up nearly two years ago to 
present the advertisers’ views on 
broadcasting problems, the Radio 
Council had been without a direc- 
|tor, despite the reputed salary of 
| $30,000—until the appointment of 
|Mr. Brown, formerly assistant to 
‘the president of Dancer-Fitzger- 
| ald-Sample. 

Chairman of the group, which 
includes many of radio’s biggest 
| spenders, is A. N. Halverstadt, 
|/radio and media manager of Proc- 
ter & Gamble. Among considera- 


‘ing cost of radio advertising and 
\the music union difficulties. 
‘Pepsi-Cola Promotes 
Large-Size Evervess 


_ Pepsi-Cola Company’s Evervess 
|sparkling water, which up to this 
|time has been available only in 


| 


and splits. 
will be directed 


through business papers. 


WCBS, New York. Young & Rubi- 
cam, New York, is the agency. 


Norge Appoints Johnson 


Thurlo F. Johnson, central re- 
| gional sales manager, has been ap- 
Nina Davis has joined the na-| pointed to the newly-created posi- 


| 


advertising department of|tion of director of national serv- 
been/|month. The station was founded the Journal, Portland, Ore., suc-| ice for the Norge division of Borg- 
'by Franklin M. Doolittle. 


Warner Corporation, Detroit. 


| 12-ounce bottles, will soon be sold 
throughout the country in quarts 


Advertising of the larger bottles 
toward hotels, 
|restaurants, night clubs and bars 
Arthur 
Godfrey will plug the new sizes 


Lee Distributing Company, Buf- | © his daily morning shows over 


Chicago's Dailies 
Carry Many Pages 


Despite Strike 


| Cuicaco — This city’s six large 
daily newspapers are exactly that 
|—large in size, circulation, and 
| news and advertising content, de- 
spite the two-week strike of their 
1,500 typographical union em- 
ployes. 

The six papers—Herald-Ameri- 
can, Journal of Commerce, News, 
Sun, Times and Tribune — hoped 
before the strike began late Mon- 
day, Nov. 26, that they were well 
prepared for it with varitypers 
and plans to photoengrave the is- 
sues. It turns out they were pre- 
pared very well (AA, Dec. 1). 

On Wednesday, for example, 
they printed a total of 312 pages 
in their final editions, only 10% 
fewer than a fortnight earlier and 
two-thirds more than they printed 
a week earlier, right after the 
strike commenced. 


Classified Volume Down 


Sunday papers Nov. 30 were 
quite large. Counting its previ- 
ously prepared Grafic and other 
special sections and comics, the 
Tribune printed 186 pages. The 
Sun-Times printed about 125. 

This is not to say the papers 
have not suffered. Besides frayed 
‘nerves in turning out pasted-up 
| headlines and typewritten news 
jand advertising copy, the dailies 
|here are losing some advertising 
revenues. The Tribune is hurt 
particularly in the classified de- 
partment. Two weeks ago Thurs- 
day, on Nov. 22, it ran 10 pages 
of classified ads, totaling about 
25,000 lines. Last Thursday it 
carried about five pages of larger 
type, or about 8,500 lines. In ad- 
dition, newsstand sales have fallen 
somewhat. 

Picketing is peaceful at all 
newspapers. There is no sign yet 
that the situation will change soon. 
If the papers’ several hundred 
mailers, affiliated with the ITU, 
decide to strike when their con- 
tract expires early next month, 
the newspapers will find it much 
more difficult to get out editions. 


Getting Strike Benefits 


The striking ITU printers are 
getting about $75,000 a week from 
the union on the basis of 60% of 
regular wages for married men 
and 40% for single men. It is 
|deemed unlikely the ITU will call 
a strike of newspaper employes in 
other large cities or of 3,500 com- 
mercial plant members here while 
the present strike continues, be- 
cause of the need to pay large 
‘amounts weekly to those who 
|strike. The contract for commer- 
cial printers here expires Dec. 31, 
as it does in several other cities. 

It is also thought that even if 
ithe National Labor Relations 
|Board orders ITU members to ne- 
|gotiate on a signed contract, and 
stop the newspaper strike, it 
| would be a long time before court 
|action could make such orders ef- 
fective. 

In Washington, Woodruff Ran- 
dolph, ITU president, has joined 
in negotiations with newspaper 
publishers and printers to discuss 
union demands for pay _ scales 
starting at $90 a week. The con- 
tract there expired Nov. 11. 

Another NLRB case was opened 
in Philadelphia, meanwhile, as 26 
printing houses filed charges 
against the ITU and its Philadel- 
phia local. As in other such cases 
filed by newspapers and printing 
plants and their associations re- 
cently, the new case involves 
charges that the union seeks to 
avoid the Taft-Hartley Act’s ban 
on the closed shop by asking “no 
;contract” wage increases. 
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Perfect Set-up...for Trouble | 


In many a business today, 
the sales set-up seems so perfect, the 
only job is to restrain demand. 


But any business that fails to look beyond today’s 
big-order bonanza, is heading for trouble. For if 
costs are to be cut down, if profit is to be kept up, 
a normal, steady flow of volume demand is a mar- 
keting must. 


Just as in many areas salesmen have had to get 
their feet off the desk and start pounding the pave- 
ments again . . . so advertising has had to strike out 
more vigorously, attack more aggressively, produce 
results more profitably, to create and channel vol- 
ume demand towards your product. 


With keener competition and stiffer sales resis- 
tance ahead, each advertising dollar you spend will 
have to be re-evaluated, re-directed, re-sparked to 
bring you the most in results. One place where 
national advertisers get more out of every adver- 
tising dollar is PUCK—-THE COMIC WEEKLY, 
where 


37¢ Does the Work of $1.00! 


For 37¢ in PUCK, you get as many readers of 
advertising as would cost you a dollar in either 
Collier’s, Life, or Saturday Evening Post.* 


, MONE: fa pst — 
ae CUE 


PUCK—THE COMIC WEEKLY is distributed with 
15 great Sunday newspapers from coast to coast. 
Its national circulation is a vibrant influence on 
more than 7,500,000 families in more than 7,000 
communities. And it is influence that concentrates 
where retail sales and buying incomes are greatest. 


Puck Influences Sales Because 
it Influences the Lives of People! 


In PUCK, the all-star cast of characters are skill- 
fully woven into an editorial tapestry of human 
interests. 20,000,000 adults and young people link 
their hopes and dreams with those of Blondie and 
Dagwood. They chuckle with the Little King and 
the Katzenjammer Kids; they share the warmly 
human trials and triumphs of Jiggs and Maggie; 
they satisfy the urge for adventure with the Lone 
Ranger and Prince Valiant; they enjoy breath- 
taking thrills with Flash Gordon and Jungle Jim. 


Because these PUCK characters become part of 
the very lives of the readers, they influence their 
food habits, form their fashion ideas, spark up 
their speech, travelling, living! And that same pow- 
erful influence is constantly at work creating sales 
for advertisers appearing regularly in PUCK. 


*Proof? Write us for the figures and readership 
statistics compiled by Daniel Starch and Staff. 
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THE COMIC WEEKL 


The Only NATIONAL Comic Weekly—A Hearst Publication 
63 Vesey Street, New York 7, New York ¢ Hearst Building, Chicago 6, Illinois 


The Royal Family 
of American Business 
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In the first six months of 1947 PUCK, THE COMIC 
WEEKLY published more lines of advertising, 
more dollar volume and a greater diversity of 
accounts than in any comparable period in its 


history. 


Here is the roster of the nation’s leading manu- 


facturers who are using PUCK in 1947: 


10 YEARS AND OVER 


General Foods Corp. 
General Mills, Inc. 

A. C. Gilbert Co. 

Gillette Safety Razor Co. 
Andrew Jergens Co. 
Lamont Corliss & Co. 
Lever Bros. Co. 


Lionel Corporation 
Procter & Gamble Co. 
The Quaker Oats Co. 
Ralston Purina Co. 

R. J. Reynolds Tob. Co. 
Standard Brands, Inc. 
Wilson Chemical Co. 


Colgate-Palmolive-Peet Co. 


5 TO 10 YEARS 


Walter J. Black, Inc. 
Corn Products Refin. Co. 
Corning Glass Works 
Cudahy Packing Co. 
Doubleday & Co. 
Eversharp, Inc. 

General Electric Co. 


Geo. A. Hormel & Co. 
Int. Cellucotton Prod. C: 
S. C. Johnson & Son, Inc 
Lambert Pharmacal Co. 
Thos. Leeming & Co., In: 
Pepsi-Cola Co. 

W. A. Sheaffer Pen Co. 


Chesebrough Mfg. Co., Con’d 


UNDER 5 YEARS 


American Home Prod. 
The Borden Co. 

Ford Motor Co. 

Gum Products, Inc. 
Hall Bros. Inc. 

Kellogg Co. 
Parker-Johns 

Radio Corp. of America 


National Biscuit Co. 
R.K.O. Pic., Inc. 
Seven-Up Co. 
Unicorn Press 

D. Van Nostrand Co. 
Wm. R. Warner & Co. 
Wildroot Inc. 

Wm. H. Wise Co. 
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